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THE COVER 


Lights and shadows played an important part 
in the display shown on the cover of this month's 
issue. Created by Edward J. Perrault, Jr., for 
The Fashion, Houston, Texas, the charm of the 
window is presented through striking contrast 
and delicacy of treatment. Seating the manne- 
quin on the floor, with her gown swirled about 
her, was unusual enough to cause added inter- 


est. The display is particularly good in view of 
the fact that the window is of the island type. 


OUR NEXT ISSUE 


The August issue of DISPLAY WORLD will 
contain a detailed account of the fortieth 
annual convention of the International Asso- 
ciation of Display Men in addition to a splen- 
did series of articles and photographs of out- 
Included will be a third 
article by Thorvald Munkhammer, display direc- 


standing displays. 


tor of the largest department store in Sweden. 
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"The purpose of display—to attract customer at- 
tention, and, consequently, sales. This is best 
achieved by simple, direct, but subtly dramatic 
handling of the merchandise itself, eliminating all 
confusing elements. The future of display is the 
future of merchandising—of keeping pace with all 
phases of this fast-moving era with an alert de- 
partment, skilled in the arts of design, color, per- 
spective, and lighting; with imagination and with 
practical merchandising and news sense."~—F, M. 
Mayfield, president, Scruggs, Vandervoort & Barney 
St. Louis. 
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Thousands of WLS itinerant displays are 
selling merchandise for retailers each 
ae — 7 month from coast to coast. Are you, Mr. 
ss - Display Manager, getting your share of 
these promotions? 
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MEIER & FRANK, Portland, Ore. 
M. J. B. Tennent, D.M. 


. LL. STENSGAARD & ASSOCIATES, Inc., Chicago 


"Helping the World's Greatest Salesman Sell,” by 
Frank W. Spaeth, in the new issue of "Merchandise 


Presentation.”’ Write for your copy... no obligation. 
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Glass has Many Uses 
For the Displayman 


Glass has many attributes aside from the 
fact that it makes possible the creation of 
displays of merchandise which may be seen 
from the street and at the same time are 
protected from the elements. Although dis- 
playmen are now using it occasionally in their 
displays, I believe that the part glass will 
play in the future will grow until it is of 
considerable magnitude. 

As a matter of fact, I think that the pos- 
sibilities of glass in various forms as a dis- 
play adjunct have not even been recognized 
to any great extent. 

Most displaymen are familiar with its use 
in the form of structural glass bricks, possi- 
bly illuminated indirectly with either white or 
colored light. Everyone has used ornamental 
glass rods simply as decorations, to hold 
merchandise such as millinery and the like, 
and as framework for fabric drapes. It is just 
as easy to go still further and experiment 
with glass in the hope of devising some new 
and novel use for it in display work. 

A rather interesting example may be cited 
as developed in our display department, 
using as a basis for a window display a sheet 
of glass 2%4 metres (approximately 8 feet) 
in height. This was hinged to another sheet 
at right angles so that it would stand with- 
out further support and placed in the central 
portion of the window. On the glass facing 
the street was sketched an outline figure of 
a woman. Some of the fabric to be displayed 
was then draped directly onto the glass. shee‘ 
in the form of a gown. Ornamental lines were 
then drawn in white to suggest a background, 
and silver paper was made up into curls 
which were affixed to the figure’s “head,” as 
Was a single aigrette plume. Other sheets of 
glass held materials in various laces of blue 
and silver. The actual background of this 
display was in beige. A small group of red 
accessories was placed in the left foreground, 
to the left of which stood a bouquet of real 
gladioluses. 


—A large sheet of glass was the central 
item of this display, on it being sketched the 
figure of a woman. The merchandise was 
draped directly onto the glass in the form 
of a gown— 





By THORVALD MUNKHAMMER 


Nordiska Kompaniet, Stockholm, Sweden 


Aside from the fact that the display was 
so unusual that it attracted more than cus- 
tomary attention, it presented the merchan- 
dise clearly—the material itself was shown 
and the customer was also given an idea of 
how it would appear in finished form as a 


gown. And. since the figure was only 
“roughed in” on the glass there was not 


enough detail about the sketch to absorb the 













































shopper’s interest to the detriment of fabrics. 

It is my confident prediction that the more 
displaymen experiment and “play” with glass 
the more they will find that it has real value 
in creating interesting, dramatic windows. 


And as for the fixture designers—there is 
always something new to be developed from 
glass. Undoubtedly we will see an increased 
use of it in the years to come. 
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New Yorkers Stand In Line ]. 
f 
® = si 
fo See Marcus Displays ; 
p 
0 
ti 
By DOLLY WHITEHEAD fi 
J. M. Mathes, Inc., New York City | 
t 
j 
It is no unusual sight to see a queue of detailed work which enters into Marcus’ dis- 8 
New Yorkers, usually so hurried, standing plays. Designed by William Bayard Okie, 
before the display windows of Marcus & Jr., the subjects range from classic mythol- b 
Co., waiting their turn to look at the dis- ogy to symbols of modern times. But in each a 
plays. There are two good reasons why this there is a story on which the passerby can e 
phenomenon occurs. First, and most im-_ center his thoughts. There is a definite cor- s 
portant, Marcus’ displays are so different relation between the jewelry and the theme 
that once a person sees them he or she makes’ of the display. And of course the romantic P 
a mental note to look for the next one. It associations connected with the showing of t 
becomes a habit to stop for a few moments. precious stones or metals afford a_ never- f 
to inspect displays that are almost literally ending source of display ideas. Not the least ; 
| 
Ss 
0 
factor contributing to the attraction of Mar- 
cus’ windows is the vision with which Okie 
interprets the subject matter into terms of 
display. 
Mechanically and physically the windows 
are more like miniature theatres than any- 
thing else. Spotlights, and scale models of 
people, settings, and articles are used when- 
ever possible. 
Just as each display has one primary sub- 
ject, so does the plan of display used by 
Marcus follow one principle idea: each win- 
dow is designed with a view toward mini- 
works of art. The second reason why lines 
form before these windows is that they are 
so small that only two people can look into 
them at one time. a 
Perhaps I should add a third cause: the 
windows are equipped with invisible glass; d 
the startling effect of seeing several thou- I; 
sands of dollars worth of jewels lying with- a 
in easy reach, and apparently with no bar- it 
rier between them and the passersby, can n 
readily be imagined. It is enough in itself ; 
to attract the interest of the most blase. e 
A glance at the six photographs on this h 
page and the next will show the amount of 
f 
—On this page appear three window dis- . 
plays as used by Marcus & Co., New York d 
a 


City. Designed by William Bayard Okie, Jr., 
the displays range from symbols of modern 
life to ancient Egypt. The first, shown dur- 
ing the holiday season, used only a bright 
red wire spiral around a glass of cham- 
pagne, a heap of éonfetti, and a serpentine. 
. . . At the bottom of the page is a display 
in which the background suggested a well- 
known canvas by Chirico, with parts of the 
painting being extended into the foreground 
in three dimensions— 
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mizing the quantity of merchandise shown 
for the sake of pictorial interest and to en- 
courage the pedestrian to develop the habit 
of watching the windows for the next dis- 
play. The ultimate result is that the name 
of the firm and its association with good 
taste, fine quality, and value become firmly 
fixed in the minds of those who pass the shop. 

Okie, for a Marcus window used during 
the holidays, caught the spirit of the New 
Year celebration in a display of amusing 
gold lracelet charms. (First illustration.) 
Brilliant red wire was spiraled around a 
bubbling glass of champagne which rested 
at the top of a series of tapering planes. The 
only other accessories used consisted of a 
serpentine and a heap of confetti. 

The second picture is of a display for 
pearls. This was one of a series of institu- 
tional windows in which famous characters 
from history were shown dramatically in 
some well-known incident pertaining to pearls. 
In this particular scene Cleopatra was repre- 
sented as dissolving a pearl in vinegar in 
order to make an especially expensive drink 





on the two planes of the pedestal were posed 
plaster “columns” and ancient Tanagara 
figures. 

Jewelry for the modern sportswoman was 
presented before a photographic transparency 
made by Herbert Matter and exhibited at the 
Museum of Modern Art. At the base of the 








_ right plaster column rested fine scale models 
of Grecian armor and a bow and quiver of 
lar- arrows such as might have been carried by 
Ikie Diana, the huntress. 
of The final photograph is of a display for 
yellow sapphires in a setting taken directly 
IWS from the top of a Burmese temple, this de- 
ny- sign suggesting the country from which the 
of jewels came. 
en- An interesting display used just before the 
coronation of King George VI had a 15-inch 
ub- figure of the monarch as the central attrac- 
by tion, clothed in velvet and ermine, carrying 
bal the sceptre and orb and wearing the imperial 
ini state crown. On a small velvet cushion at 


the left of the window were authentic re- 
productions in genuine jewels of St. Ed- 
ward’s sceptre and crown. 





and thus show her wealth. 

The last photograph on page four is of a 
display for the ultra-modern note in jewelry. 
In the background an oil painting suggested 
a canvas by Chirico, with parts of the paint- 
ing continued in the foreground in three di- 
mensions. A small card read: “Simplicity 

. so indigenous to everything fine in mod- 
ern art . . . is present in these jewels by 
Marcus.” 

At the top of page five is a window display 
for modern jewelry in which use was made 
of the basic principles of balance in classic 
é design and architecture. In the background 
appeared a photograph of Greek ruins, while 





—The simplicity of early Greek architecture 
and art characterized the first display on 
this page. The columns were made of plas- 
ter. . . . Next is shown modern jewelry for 
the modern sportswoman, using a_photo- 
graphic transparency by Herbert Matter in 
the background. The Greek armor and 
weapons were fine scale models. . . . The 
design for the final display was taken from 
a Burmese temple— 
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“Lights. Action. Results” 


By EDWARD J. PERRAULT, JR. 
The Fashion, Houston 





Back in the days of the silent motion pic- 
ture the director would call: “Lights, action, 
camera!” The Kleig lights would flash on, 
the actors begin the scene, and the cameras 
would start to turn. The combination of 
the three meant money in the box-office. 

The modern display manager can modify 
the expression into: “Lights, action, re- 
sults!” although with a somewhat different 
meaning than that of the director. For up- 
to-date window lighting systems can almost 
create the appearance of action in a display 
and can certainly bring about results in the 
form of sales. 

At The Fashion we give a lot of time to 
experimenting with different lighting effects 
as we are convinced that the increased 
drama in the displays helps them sell. 

As an illustration of the trend in modern 
window lighting let me quote from a state- 
ment by Stanton Gottlieb, Century Lighting, 
Inc., New York City: “This latest develop- 
ment in window display was not as sudden 
and as spontaneous as it appeared to be. 
The*theatrical lights now being used repre- 
sent almost a decade of research. For win- 
dow application, a spot and floodlight had 
to be found with high intensity, with wide 
variation of spread, and with a soft edge to 
the beam at ail times. 

“What is most startling (with this new 
type of lighting) is the presence of shadows, 
the former bogey-man of window illumina- 
tion. But there is a certain softness and 
allure to these shadows that make them an 
integral part of the display. These Fres- 
nelites are subtle. First they stop you short. 
Then you lose sight of them entirely—their 
original attraction completely disappears— 
leaving only the merchandise highlighted 
and thus drawing your full attention to the 
garments displayed. The merchandise, aiter 
all, is what must be sold, not the lighting 
equipment. 

“Color is an important, if not the most 
important, element in window display. It 
has not been forgotten by the originators 
of the Fresnelite. Heat resisting glass 
color filters are used. Thesé filters provide 
color that is at once natural and perma- 
nently brilliant. The enhancement of tonal 
values is also accomplished by this substi- 
tution of glass for the ordinary gelatine 
medium. 

“The next step is store interiors. A vast 
field has been opened by this natural de- 


—tThree displays by Edward J. Perrault, Jr., 
The Fashion, Houston, Texas. Perrault uses 
theatrical lighting not only to dramatize his 
windows but to eliminate extraneous factors 
which would detract from the merchandise 
and the setting. The top display used o 
brightly done background in something of 
the surrealist manner. The colors were red 
blue green, yellow, blacks, and white— 
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yelopment in window illumination. The only 
wonder is that it has not come sooner.” 

It is interesting to speculate on what can 
be, and will be, done in the way of dramatic 
interior lighting, but in the meantime we are 
more particularly concerned with window 
display. 

It will be noted in the seven photographs 
herewith what can be done with lighting in 
the way of eliminating anything extraneous 
from a display—leaving only the elements 
needed to present the apparel at its best. If 
this were the only attribute of theatrical 
lighting it would be well worth the cost. In 
most of the displays shown here only the 
merchandise and the especially designed 
backgrounds are visible. 

Describing the photographs: The first is 
of a beach display with a hint of the sur- 
realist in its setting. This island window 
used frames in white pine, lacquered to give 
a blonde wood effect. Hemp rope was 
stretched in the center and flanking panels. 
enabling the light to pass through. The two 
large panels were painted in brilliant hues 
on canvas. The colors used were red, blue, 
green, yellow, blacks, and white. The floor 
was covered with canvas and painted so that 
it seemed to merge with the two panels just 
described. Sea horses, fish, and star fish 





of rubber added greatly to the seashore 
effect. 

Next comes another island window dis- 
play, this time of sports wear. Bamboo was 
the central figure of decoration. Large 
blow-ups—one of a Harper’s Bazaar cover 
and the other a reproduction of a page from 
the same magazine—were placed at each 
side. The garments were in a shade of lime, 
this color idea being carried out by the use 


—Shadow contrasts were given full play in 
the first two displays shown on this page. 
The background panels were made of bits 
of fabric and French newspapers, appliqued. 
. . « An unusual view of an unusual display 
is given in the third picture. (See cover 
illustration.) . . . Double plyophane was 
used in the background panels in the bridal 
window, with white gardenias done in oil on 
both sheets of the materials to produce a 
three-dimensional effect— 
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of real limes in the palm leaves resting on 
the floor. 

In the third photograph, sports wear for 
travel was shown before a bamboo back- 
ground, this being the only material used 
in this setting. The Chinese motif in the 
center panel was done in oils and was a tie- 
up with “The Good Earth,” which was play- 
ing at one of the local theatres at the time 
the display was on view. The center panel 
hung from the set piece was of plyophane, 
which has the transparency of glass. 

Lights and shadows played a stellar role 
in the first two photographs on page seven. 
The screens were constructed of full-round 
dowels, 1 inch by 7 feet, and were made so 








that they were quite flexible. Each panel in 
these two displays was made of appliqued 
fabrics and French newspapers. Most of the 
fabrics used for this purpose were of the 
same material as those in the garments dis- 
played. 

The importance of dramatic lighting can 
hardly be exaggerated in the third photograph 
on this page. It added greatly to the “dif- 
ference” of an unusual display. 


































he bridal window had two side panels 
of the center screen constructed with a 
double thickness of white plyophane. Bridal 
veiling was then inserted between the sheets 
of plyophane and drawn out at the top and 
then through the other panel. White gar- 
denias were painted in oil on the face of 
the top panel and also on the inner panel, 
this giving a third dimensional effect. On 
top of each plaster pedestal rested a plastic 
shell containing white gardenias and ferns. 
All three figures carried white gardenias. 
The window card was in the form of a large 
wedding invitation. 





Adler-Jones Executive 


On European Trip 

Arnold J. Abrams, vice-president, Adler- 
Jones Company, Chicago, and his son, Arnold, 
Tr., sailed June 16 from Quebec on the Em- 
press of Australia for a tour of France, 
England, Switzerland, and Italy. They will 
leave Naples on the Conte di Savoia to arrive 
in the United States July 29 in time for the 
convention of the International Association 
of Display Men at Chicago. 














Obviously the right approach is of vital 
importance to: the successful execution of 
consistently productive display merchandis- 
ing. Three factors which are proving instru- 
mental in improving the salesworthifess of 
our displays at Peck’s are: 1. Coordination 
between publicity director, buyers, and dis- 
play manager. 2. Strategic planning by dis- 
play manager, i.e., originating a pertinent 
idea to play up the merchandise and then 
making a detailed sketch of the whole dis- 
play to direct the staff in the final execution 
of the window. 3..A well organized and 
smoothly functioning display department to 
follow through. 

Regular weekly meetings, held by the pub- 
licity director and display manager, aim at 
long-range planning. At these conferences 
important calendar, store-wide and depart- 
mental promotions are discussed, as well as 
the following week’s regular display 
schedule. In this way advertising and display 
function in harmony with the store sales 
program at all times, in the interest of better 
business, by creating a greater and more 
lasting impression on the public’s mind. It 
is the purpose of the display department to 
merchandise through the windows, interior, 
and in terms of the whole store. 

This advance planning enables the display 
manager efficiently to distribute the display 
work, with a greater amount of time de- 
voted to the major projects and with plenty 
of time left for routine schedules. On the 
other hand, haphazard planning invariably 
lacks direction and deluges the department 
in a vast amount of unnecessary rush work 
and overtime for unpredictable promotions. 
Thoughtful planning always produces more 
efficient results with less energy and ex- 
penditure. 

Therefore, all our calendar and store-wide 
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By GEORGE H. WAGNER 


promotions are planned and scaled sketches 
drawn by the display manager a month or 
more in advance to insure proper execution 
of the plans at odd times not taken up with 
routine weekly display work. Regular 
changes in our thirty display windows are 
made twice weekly for ready-to-wear and 
accessory displays, and once weekly for 
housewares and home furnishings. Interior 
cases are retrimmed once a week. 
Following the meeting of the publicity 
director and display manager and the com- 
pletion of schedules, the buyers are con- 
tacted a week in advance and merchandise 
selected for each display for the week. We 
aim to feature merchandise most in demand 
at the moment—what. the customers are 
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Display Diannings Pays 


George B. Peck Company, Kansas City, Mo. 


wanting. The buyers furnish the display de- 
partment with the most salient points about 
the merchandise, the fashion news, and what 
features make the articles desirable from 
the customer viewpoint. This forms the 
nucleus around which the display manager 
creates the idea for dramatization and pic- 
turization of the feature selling points of the 
merchandise to enhance it and make it ap- 
pealing to the potential purchasers. 

On the effectiveness of this very potent 
factor hinges the gain (or loss) of much 
business. If the fashion theme is a perfect 
tie-up with the merchandise, and the illus- 
tration is simple, direct, and appealing, the 
display possesses unlimited sales power. The 
display manager then originates a slogan 











which enables the public to grasp the mer- 
chandising story at a glance. Next he gives 
careful attention to every detail of line, 
balance, color, and merchandise arrange- 
ment in the scaled sketch he draws for the 
use of the various members of the staff in 
the step-by-step building of the display. 
The assistant display manager then selects 
and has the merchandise prepared for the 
display, as well as arranging for all fixtures, 
showcards, and the like. Later the sketch 
is given to the artist if there is pictorial 
work involved. The sketch being drawn to a 
scale gives the artist the correct measure- 
ments and all details of the required art 
work. The sketch of the complete window 
set-up also is helpful in conveying a clear 
idea as to the proper type of pictorial that 


—'"Color Harmony" prints were displayed 
by Wagner by yardage draped on a musi- 
cal staff (black duvetyne covered sticks). 
. . » Black velvet curtain, light tan duvetyne 
covered displayer, sticks, and copy backed 
a display of Walk-Over shoes— 
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will most closely tie-in with the general 
spirit of the display. 

In displays where carpenter work is nec- 
essary, the sketch is turned over to the car- 
penter, who is able to follow it with but few 
instructions as to materials because it is 
already scaled and marked for measure- 
ments, The carpenter shop is in the display 
department and when the carpenter finishes 
small pieces the displaymen usually cover 








bs them with material, etc. In cases of large 
hat backgrounds or set-pieces a paper hanger, 
ail painter (or whoever is required for the par- 
the ticular materials used) is called into our 
ger large display rooms. On completion of these 
ae larger set-pieces our displaymen follow up 
the by making any panels and cutouts accord- 
ap- ing to specifications. ret 
Meanwhile the copywriter is given the de- 
oan tails of the display and furnishes copy for 
we: the window and interior cards only. Her 
mi copy is then passed to our sign shop where 
wi two “Print-A-Sign machines make all 
the window and interior cards. The two machine 
"he operators are also card writers and on occa- 
vail sion hand-letter cards and write script for ; 
headings, on’ printed cards. method of evolving a sales theme and 
| dramatizing the merchandise is handled in 
| precisely the same manner. 

The summer window schedule is now in 
effect. The trimmers come to work at 7:30 
a. m. and complete their windows by 10 a. m. 
The balance of the day they prepare the fol- 
lowing day’s displays. Merchandise is col- 
lected, mannequins are dressed, cards, price 
tickets, special panels, and decorations. are 
all assembled and placed behind the window 
backgrounds to facilitate a quick trim the 
following morning. This eliminates night 
work during the summer months. All except 
one of the staff finish work for the day at 
4:30 p. m. Taking turns, one trimmer stays 
until 5:30 p. m. each week to answer window 
calls. 

In an honest effort to develop the mer- 
chandising possibilities of display to the ful!- 
est degree, we strive to: cooperate with ail 
other promotional facilities of the store, plan 
display projects in advance, imbue each dis- 

ei play with fashion information which appeals 
aca to the public, and make each step in the 
All these operations are completed in the final execution of the display functional. 
r- several adjoining rooms which constitute the 
2g display department and are under the super- 
€, vision of the display manager. The Peck 
ss display organization consists of display 
1e ‘ manager, first assistant, two trimmers, a 
n helper, artist, copywriter, and two sign- 
writers. The interior displayman is respon- 
ts sible for all interior cases, ledges, niches, 
ie and the like, and, with the cooperation of 
s, the buyers, keeps the displays throughout 
h the store alive with new merchandise. He 
1 also operates through the display depart- 
a ment. The major interior shops are designed 
= i by the display manager and executed by the 
+t entire staff. Our first floor interior wall 
y Cases are treated as windows, and our 
Y 
t 


—The large wall board cutout for the ‘'Last- 
ing Appeal” display was done in charcoal. 
- «In an Indian print display, Wagner used 
yardage on slanting background panels, and 
half-silhouettes of Indians. . .. A native girl, 
tropical foliage, and diagonally. placed 
bamboo poles characterized the ledge space 
display of Bermuda beige hosiery— 
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Four Types of Background 








From four different stores in Los Angeles, 
New York City, and South Bend, Ind., come 
the men’s wear displays on this page and 
the next. As might be expected, four differ- 
ent types of background are represented. 

That the background can either make or 
mar a display is pretty well accepted as an 
axiom in the field. As a matter of fact, 
many windows depend almost entirely on 
this important display factor for whatever 
element of drama is injected into the pres- 
entation. Some displaymen,. however, do not 
believe in “glorifying” the background, 
relying rather on merchandise arrangement 
in a rich, dignified setting to stop the 
shopper. 





Whether the background is purposely de- 
signed in a spectacular manner with the 
sole intent of catching the glance of the 
passerby and then drawing his attention to 
the merchandise, or ‘whether it is planned 
in such a way as to show the men’s wear 
so that it is the first point of interest, with 
the background rounding out the picture 
rather than having the main role, it is cer- 
tain that the background contributes a large 
part of the atmosphere of the window. The 
first type mentioned above is like a painting 
of a scene in which the sweep of earth and 
sky first attracts one’s attention and then 
helps to focus it on the plowman which im- 
mediately becomes the center of interest— 








For Men’s Wear Displays 


the point around which the artist composed 
his canvas. The second type might be com- 
pared to a portrait in which the individual 
is instantly the paramount attraction, with 
the background simply painted in to place 
the character in an appropriate setting. 
Either type will attract the eye and hold the 
interest of the observer; it is the artist’s 
conception of which is more correct for the 
expression of the idea he wants to get across 
that determines his method of treatment. 
So it is with the displayman. He should 
analyze his merchandise, decide exactly what 
it is he wants to tell in the display, and 
then select the background which will do 
the most toward putting his story over in 
the few short seconds allowed him by the 
man in the street. Whether he chooses a 
background of a highly dramatic nature, as 
might be the case if the men’s wear had 





some novel feature not already well known 
to the public and which called for elaborate 
explanation through the display setting, or 
simply an atmospheric background for mer- 
chandise of a sort already familiar to the 
shopper, he should carry out his original 
design in complete form. 

For example, an innovation in summer 
hats this year was the type worn by Jamaica 
planters. Men are usually somewhat slow 
to accept new ideas about their dress, so 
obviously something “different” was required 
in the way of display by any store wanting 
to promote the Jamaica straw. Jack Dean, 
Brooks Clothing Company, Los Angeles, 
solved the problem neatly and effectively 
with settings which seemed almost like sec- 
tions of the island transplanted bodily into 
the windows. The first two photographs 


—The first two displays were created by 
Jack Dean, Brooks Clothing Company, Los 
Angeles, Calif. ... The third picture on this 
page is of a display by J. L. Fifield, Fore- 
man. & Clark, Los Angeles— 
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—The upper display is by J. L. Fifield, 
Foreman & Clark. ... Weber & Heilbroner, 
New York City, depends on lighting and the 
rich dignity of wood paneling for the firm's 
displays. . . . By Leo A. Ball, Max Adler 
Company, South Bend, Ind., the third win- 
dow is an excellent study in contrast— 


show how skillfully this was done, and the 
important part played by the backgrounds 
which he used. 

The displays were shown before a back- 
ground composed of huge oil paintings 
reaching from floor to ceiling, illustrating 
a Jamaican. landscape. These were done in 
trovical blues and greens, with deep storm 
shadows and patches of light, characteristic 
of Jamaica plantation scenes. The floor was 
covered with the finest imitation grass, from 
which bamboos apparently grew. Woven in 
and out among the bamboo shoots’ were 
large tropical vines. At the base of each 
were large rocks covered with moss and 
‘resting in an abundance of ferns. The dis- 
play tables were green, blending with the 
floor and background. : In this display the 
setting was intentionally dramatic and im- 
pressive to sell a new idea in men’s wear. 

Of a different nature was the problem 
which had to be met by J. L. Fifield, Fore- 
man & Clark, Los Angeles, as shown by 
the last picture on page 10 and the first on 
page 11. Here the merchandise was more 
of a conventional nature, needing little. ex- 
planation. The background, therefore, was 
subordinated to the apparel and used simply 
to furnish a satisfactory setting against 
which the men’s wear would appear to good 
advantage and with a touch of the dramatic. 

“Our straw hat window was tied up with 
the coronation idea, the background using a 
bright red and marine blue felt; you will 
also notice the plastic crowns and British 
coat-of-arms. The floor was covered with a 
red felt, on which rested white plateaus 
made of Buttress Board. The hat window, 
along with our advertising, brought us the 
largest straw hat business we have had since 
1929.” Fifield adds: “It is needless for me 
to say that we take great pains in the dress- 
ing of our forms, as well as in our arrange- 
ments in the windows.” 

A background of an entirely different na- 
ture is shown in the second photograph on 
this page. Used by Weber & Heilbroner, 
New York City, the apparel was arranged 
before a background of rich wood paneling, 
resulting in a display of considerable dig- 
nity and restraint. Much emphasis is 
placed on lighting by this store in order to 
bring out the texture of the garments and 
to show any color harmony between the 
apparel and incidental paintings in the back- 
ground. 

The fourth background example is seen 
in a display created by Leo A. Ball, Max 
Adler Company, South Bend, Ind. Contrast 
between the summer neckwear and the set- 
ting was the intent of the display and that it 
was achieved beautifully is evident. The 
plain, dark background set off the merchan- 
dise and left it highlighted as effectively as 
if each cravat had had aa individual spot- 
light focused on it. A blow-up of a page 
advertisement in Esquire was featured in 
the center, with framed copies in the fore- 
ground, 
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Restraint and Simplicity 


For La Jalle & Koch 


By J. R. FOLEY 
La Salle & Koch Company, Toledo 





While the photographs with this article 
are too dissimilar in their method of treat- 
men to be illustrative of any particular phase 
of display, they do convey an idea of how dis- 
play is handled at La Salle & Koch. There- 
fore, instead of using the pictures as ex- 
amples of any given display trend they will 
be discussed only from the standpoint of 
construction. 

Perhaps a brief foreword as to La Salle 
& Koch display policies would be interesting 
and permit the reader to view the illustra- 
tions in their true perspective. The first thing 
that comes. to mind is the restraint with 
which- we--show -merchandise, feeling that to 
place our best values before the eyes of the 
customer is much more important than show- 
ing everything we might have in a certain 
group or division of merchandise. The sim- 
plicity with which all windows are treated is, 
I think, evident from these photographs. We 


—For the — rose bush sale of La Salle 
& Koch, Foley designed an outdoor setting 
showing a feminine gardener posed before 
a doorway. The background was of simu- 
lated brick, the door being constructed of 
wall board and framing. Real moss cov- 
ered the floor, while real shrubs and flowers 
were planted in boxes on either side of 
the window— 


—The "tool shed" wads made of wide pine 

boards. Half of the background was 

brought up near the front of the window 

and used for the "window frame" through 

which could be seen a painting of a garden 

scene showing a wall and beds of spring 
flowers— 





do quite a bit of overscaling in backgrounds, 
although the only picture which shows any 
evidence of this is the one entitled “Lip 
Service.” Part of our display appeal to the 
customer is obtained through a militant use 
of color. 

The foregoing sums up our display policy 
in a nut-shell. As for these displays, for a 
spring flower show given by a group of gar- 
den clubs we made up the “tool shed” win- 
dow; this was also used to call attention to 
our annual rose bush sale which is held on 





the store roof. The shed was made of wide 
pine boards stained in a natural pine color, 
One-half of the background was brought up 
near the glass and into this was cut a frame 
for a window. Pots of real flowers were set 
on the sill. Back of the window was a bril- 
liantly lighted painted cyclorama of a garden 
scene showing a wall and beds of spring 
flowers. The resulting display afforded us 
the opportunity to show garden tools and rose 
bushes in a natural setting with immense 
appeal to those who annually feel the urge 
to putter around in a garden. 


Also used during our annual rose bush 
sale was the display in which a mannequin 
is posed before a door. The background was 
made of simulated brick with an architec- 
tural doorway in glossy white. This latter 
was made entirely of wall board and framing. 
The floor of the window was covered with 
real moss which was kept well watered to keep 
it fresh and green. Real shrubs and flowers 
were planted in boxes on either side and were 
faced with real brick. Part of the show card 
copy read: “We believe that the place to buy 
things for your garden is outdoors; and so 
once again we are holding this annual sale 
on our roof, on the eleventh floor.” 

For a window featuring lip sticks we used 
the setting shown at the top of page thirteen. 
Against the white background of the window 
the overscaled “film” was placed, formed by 
cut-out strips which were painted in gun- 
metal and gray tones, with the lips done to 
match the newest colors in lip sticks. The 
giant size sticks in the foreground, used as 
displayers, were made of columns covered with 
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—Lip sticks were shown before a back- 
ground formed by overscaled "film" on 
which lips were painted to match the newest 
colors in lip sticks. The displayers in the 
foreground were made up to resemble the 
merchandise— 


—A unique display was created by Foley 
for the presentation of housewares. The 
kitchen scene was painted on a panel placed 
near the glass. The interior of the kitchen 
cabinet was cut out and a cupboard with 
shelves was built in in perspective, the mer- 
chandise being arranged on the shelving— 


—Shadow-boxes were used with good effect 
in a series of windows represented by the 
final photograph. The side panels, painted 
in a shade of gunmetal, carried shadow- 
boxes with glossy white frames and with 
frosted glass in the bottom of each com- 
partment. They were illuminated from 
below— 


gold metallic paper and with shelves painted 
in a shade of gunmetal. The large cardboard 
lip sticks which projected from these were 
painted with the four most important lip 
stick colors of the season. This window was 
suggested to us from an article appearing in 
Harper’s Bazaar. 

Next comes a photograph of a display 
which aroused much interest in connection 
with a housewares sale. This was part of a 
promotion that was carried out in windows, 
store-wide posters, and the department itself. 
The motif used was that of the cuckoo clock 
(which appears in the photograph) and a 
slogan reading: “Time to stock up.” The 
kitchen scene was painted on a panel which 
was brought up near the plate glass. The in- 
terior of the kitchen cabinet was cut out, 
with a cupboard with shelves built in perspec- 
tive and fastened on the back. This carried 
our outstanding items for the sale. The 
kitchen was painted in beige and wood tones 
with red and black for accent. Across the 
front of the window was a valance board 
which does not show very clearly in the pic- 
ture. This read: “February Housewares 
Sale,” and was .vainted in red and black. 

In other windows which were used in this 
series the motif was a huge overscaled cuckoo 
clock which was built in the same exaggerated 
perspective shown in the photograph. In the 
department the columns were covered with 
beige and a cuckoo clock in red and black 
appeared on every column. 

The last picture is one of a group of three 
in which similar treatment was employed. The 
side panels, which were painted in a shade of 
gunmetal, carried shadow-boxes with glossy 
white frames and with frosted glass in the 
bottom. They were illuminated from below. 
The interiors of these shadow boxes were 
painted in six different colors, all of them 
brilliant off-tones of cedar, aqua, yellow, 
Mauve, apricot, and blue. The semi-circular 
Counter recess was flanked on each side by 
two white columns, and was painted in a 
bright lime-light yellow. 





Loewy Retained 
By W. T. Grant 
_Raymond Loewy, industrial designer, New 
York City, has been retained by the W. T. 


Grant Company to assist them in store design 
and styling. 
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The eyes of the retail display field have 
been turned on Washington, D. C., with more 
than usual interest during the past few 
months. Several things are responsible. First, 
a new and active display club has _ been 
formed and gives every indication of making 
a real contribution to the progress of the 
profession. The club already has a member- 
ship approaching the hundred mark and a 
surprising amount of enthusiasm for its work 
is being manifested. Fortunately it got off to 
a flying start by interesting local retail 
executives and civic bodies and has the back- 
ing of both. 

The second reason is that the new club is 
to make a strong bid to secure the 1938 con- 
vention of the International Association of 
Display Men for the national capital city. 
With this being the case, hundreds of dis- 
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Display Windows 





playmen who will attend next year’s conven- 
tion feel a natural curiosity about the display 
methods of their potential hosts. 

While lack of space prevents showing 
more than a few photographs of Washington 
displays, the work of four men from some 
of the city’s leading stores is presented with 
this article in order to convey a general idea 
of how they handle display. 

The first picture is of a window by O. D. 
Grimes, The Palais Royal, for transparent 
umbrellas. The display was very cleverly 
handled, as may be seen. The merchandise 
was placed on a grass mat before a back- 
ground consisting of a large panel on which 
was painted a wind-whipped April scene. 
Thin strips of cellophane were appliqued to 
the painting, slanting across to give the im- 
pression of rain. From behind the scalloped 





valance of the window emerged strings of 
cellophane to simulate rain in the display 
itself. In each corner stood a mannequin 
garbed in a transparent rain coat and carry- 
ing an umbrella. Grimes, who designed the 
window, is secretary of the National Capital 
Display Club. 

James Styles, whose displays are frequently 
reproduced in DISPLAY WORLD, created 
the Knapp hat set-up shown in the small 
cut. Indirectly lighted glass bricks made an 
interesting “frame” for the window and were 
also. used along one section of the back- 
ground. However the first thing which 
caught the passerby’s eye was the blowup of 
a close-up of a man’s head. Immediately be- 
fore this were placed two novel “ebony” 
heads carved in a modern manner. 

Styles also is responsible for the unique 





























window for lapel flowers for women’s suits. 
Resting on shelves of glass were reproduc- 
tions of lapels. These were cut from wall 
board, covered with various fabrics, and com- 
pleted by the addition of the flowers to be 
shown. Two narrow panels of corrugated 
display material divided the three sections. 
Styles, who is vice-president of the club, 
has a theory that not enough public credit 
is given to displaymen who build or install 
displays, nor to manufacturers of display 
equipment, citing as an example a recent New 
York City window which resulted in consid- 
erable publicity for the display manager of 
the firm, although the display was completely 


—All displays presented with this article 
were by members of the National Capital 
Display Club, Washington, D. C. The first, 
for transparent umbrellas, was by O. D. 
Grimes, The Palais Royal. The other two 
on this page were by James Styles, The 
Hecht Company— 
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—At the right is a window by W. C. Bow- 
man, Woodward & Lothrop, who used a 
coronation theme in a display of Yardley 
toiletries. The second display was also by 
Bowman. Below is a window used by J. B. 
McCann, S. Kann Sons Company— 


designed and constructed by a firm special- 
izing in that form of work and which re- 
ceived no credit. Quoting Styles: “So often 
a man will take credit when his assistants or 
a manufacturer should also get a little pat 
on the shoulder. If he supplied a definite 
display piece that helped sell, it would be only 
courteous for the display manager to acknow- 
ledge that fact. This slant may be all wrong, 
but I think it is another angle which should 
be of interest to displaymen. I doubt whether 
many of them have ever given any consid- 
eration to it. Whenever it is possible, I give 
my assistants credit when credit is due them. 
Other than in conversation I have yet to give 
credit to any manufacturer on how his 
product helped my display—although I firmly 
believe that this should be done.” 

The third Washington display club member 
to be represented by a display is W. C. Bow- 
man, Woodward & Lothrop, whose window 
for Yardley products is seen at the top of 
page fifteen. From the national capital, 
where so many foreign diplomats and. other 
representatives of other countries give the city 
an especially cosmopolitan air, it would 
naturally be expected that the recent English 
coronation would have a_ considerable in- 
fluence on local display. How Woodward & 
Lothrop followed through along this line is 
indicated by the photograph. The displayers 
at each side were certainly distinctive, each 
being in the form of a cut-away crown and 
bearing glass shelving on which rested the 
toiletries. A somewhat similar idea was 
carried out in the center background. Niches 
in the off-white background held plastic “beef 
eaters” in full regalia, as well as the familiar 
arms of England. 

Also on a royal theme is the next display, 
also by Bowman. In this case, however, a 
Duke of Windsor dinner service was the sub- 
ject around which the regal regalia took 
form. An elaborate wall board background in 
dark tones set out the china and the placque 
in full relief. 

Last, but not least, is the final display on 
page fifteen—the work of J. B. McCann. 
treasurer of the club, who directs display for 
S. Kann Sons Company. (McCann’s name, 
incidentally, appears on the official ballot of 
the International Association of Display Men 
this year as a candidate for president of that 
organization, although on June 21 he an- 
nounced that he will not compete for the 
office.) This window was one of a series en- 
titled “Swing into Summer,” each using a 
large life preserver as the central figure of 
the background. A painting of a scene on a 
country club golf course appeared in the 
center of the life preserver. 





Barrett Dunlap With 

Men's Shop 

J: Barrett Dunlap, formerly with Levy 
Brothers, Louisville, Ky., has taken over the 
display duties for Martin’s Men’s Shop, of 
the same city. 
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Some Background Suggestions 
For Window and Interior 


The increasing demand for summer mer- 
chandise has created a corresponding in- 
crease in summer display requirements. Vaca- 
tion and camping requisites, beach and out- 
ing wear, cooler clothing, outdoor furniture, 
garden and automobile accessories, ail require 
adequate attention from displaymen. 

The principal merchandise promotions for 
the hot months include luggage, travel and 
vacation apparel, beach wear, sport togs, cool 
evening clothes, photographic supplies, sum- 
mer and sun tan toiletries. There are also 
the important semi-annual clearance: sales in 
July and the fur sales in August. Ample 
opportunities are afforded the displayman to 











demonstrate his ability, and as a matter of 
fact it is incumbent on him to dramatize 
these various promotions in no uncertain 
terms. One of the best ways of doing this is 
through the use of wall board cut-out back- 
grounds, whether the display is for the win- 
dow or the interior. 

Some suggestions for the type background 
referred to are given herewith. The August 
fur sales have assumed such importance of late 
years that they deserve special treatment. 
Repeated use of the typical wintry back- 
ground and of animals has led the public to 
associate this type of advertising with the 


—The traditional setting for the August fur 
sale has been varied a bit in the illustration 
above. The entire background is cut-out 
wall board, with platforms in the form of 
icebergs for the display of furs. Color 
scheme: background, deep blue; ice, bears, 
and pelt, white; floor, green. . . . At the 
right is an inexpensive back-to-school back- 
ground— 





By CARL JACKSON 
New York City 


particular sale under discussion. In conse- 
quence, August fur sale advertising has be- 
come almost as standardized as that for 
Christmas. 

The display shown here follows tradition, 
but with variations. The fur pelt supported 
by cut-out bears carries the cut-out sales 
message, while platforms in the shape of ice- 
bergs provide for the display of furs. Simple 
cut-outs are used for the animals, pelt, and 
icicles. The icebergs would have cut-out wall 
board tops with cardboard or paper sides. 
Colors: for the background, deep blue; ice, 
bears, and pelt, white; floor green. 

The millions of young people returning to 


























schoo] in the fali—with all of them needing 
clothing and school supplies—creates one of 
the largest mass buying movements of the 
year, and full advantage of it should be tak- 
en. The setting suggested here is simple, in- 
expensive, and yet effective. It contains 
appropriate human interest and suggests a 
wide range of suitable supplies. The Cutawl 
of course plays an important part in the 
construction of this display, as is the case 
with all the others being discussed. 

However unpleasant the depression may 
have been it taught the display industry im- 
portant lessons. Not the least of these was 
the value of cut-out letters as a selling force. 
The displays of the mid-depression era de- 
pended almost entirely on cut-out lettering 
for their sales appeal, and with very satis- 
factory results. It is not surprising, there- 
fore, to find that while the severity and lack 
of incidental decoration of the displays of 
that period largely has been abandoned, cut- 
out letters are still retained in present dis- 
plays. Typical of today’s use of cut-out let- 
ters are the backgrounds shown here. 

As an example, consider the shirt sale 
setting, where cut-out letters form most of 
the background. This background is intended 
for shirts, naturally, but by simply changing 
the cut-out message it could be used for sell- 
ing hats, towels, underwear, or any similar 
articles. The construction of the display is 
inexpensive and not difficult. If the store’s 
delivery employees have a distinctive uniform, 
the poster’s’ figure could be dressed to cor- 
respond. Otherwise, any attractive, eye- 
catching combination of colors can be used. 

[Continued on page 361 
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These New Scovil Manequins will be shown at 


ROOMS NOS. 111 AND 112, THE |. A. D. M. CONVENTION 
Chicago, Illinois 
Hotel Sherman - - - August |, 2, 3, 4, 5 
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illiecuns presents the New 1937 


MANEQUINS 


by 


CORA 


SCOVIL 


featuring that 


ARTISTRY IN DISPLAY 
which has made famous 
the name of this great 
creative genius. 


We now have ready a new 
booklet (D. W.) illustrat- 
ing these latest Scovil 
manequins and a_ copy 
will gladly be sent on your 


Tere. es 


SEND FOR COPY OF 
“DISPLAY CREATIONS” 
OUR NEW 52 PAGE IL- 
LUSTRATED CATALOG 
OF BETTER DISPLAY 
EQUIPMENT. 


as. B Witiams, iNc., 498 Seventy Ave., New York, N.Y. 
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Seven Shoe Displays 
That Produced 








“Back up your advertising with store dis- 
plays,” was the advice given delegates to 
the National Retail Dry Goods Association 
mid-year convention in Chicago recently, 
Miss Katherine Ratto, merchandising coun- 
sel, Merchandise Mart, was the speaker. 

“Displays in the store are getting more 
important every day,” she continued. ‘\c- 
cording to statistics the eye picks up and 
hangs onto something twenty-two and one- 
half times as well as the ear... . Therefore, 
be sure that the window and departnient 
displays are ready. Do they tie in with 
the campaign? Are they consistent in their 
coordination? Hundreds and thousands of 
merchants are increasing sales every season 
because they see the profit in dramatizing 
the store, in making a little play of busi- 
ness, in telling folks to attend the ‘great 
fabric fair’ rather than inviting them to 
come to the piece goods opening.” 

In most cases for the seven displays 
shown here, the windows were planned in 
accordance with Miss Ratto’s advice—to 
back up store advertising with displays. 
Certainly the displaymen showed their abil- 
ity to create strong, selling windows. Of 
especial interest is the way in which the 
displays rather typify the trend away from 
the old-fashioned “stocky” shoe windows in 
which merchandise was heaped high, and 
represent a modern form of display in which 
an item admittedly hard to display well is 
set off splendidly. This has been accom- 
plished in the windows illustrated by the 
use of small niches, individual supports for 
the different styles, and through keeping the 
amount of merchandise down to as much of 
a minimum as possible. 

In these displays the shoes were priced 
from $6 to $14.50. Dramatization was held 
down in the first two by Karl Kneis, Stix, 
Baer & Fuller, St. Louis, and S. Sanders, 
Maas Brothers, Tampa, Fla., respectively, 
with attention being given primarily to 
treating the subject with dignity and re- 
straint. The Maas display featured a style 
trend and since the metal trim for the toot 
wear was most prominent on the heels it 
was necessary to handle the window in the 
manner shown, so that the metal work 
could be seen at a glance. Even if. this 
has not been the case, the display layout 
would still be excellent. 

The third picture is of one of three win- 
dow displays by E. Engle, F. & R. Lazarus 
Company, Columbus, Ohio, for I. Miller 
white shoes. The columns at each side of 
the display were mounted on_ turn-tables. 

[Continued on page 34] 


—The upper display was the creation of 

Karl Kneis, Stix, Baer & Fuller, St. Louis, Mo. 

. . « Next comes a window by S. Sanders 

Maas Brothers, Tampa, Fla. . . . The last 

photograph on this page illustrates a selling 

window by E. Engle, F. & R. Lazarus Com- 
pany, Columbus, Ohio— 
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BUTTRESS DISPLAY BOARD 


I. A.D. M. CONVENTION 


BOOTH 25 
HOTEL SHERMAN 


RIB DESIGN 
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THE BOARD HAS THE APPEARANCE 
OF A FINE LACQUERED WOOD 
AND FEELS LIKE A FINE KID GLOVE 


The board stands alone. Requires no support or frame- 
work. The board is fabricated from heavy tough paper. 
Will not buckle, swell or warp, as the board is rolled 
with the grain or length of the paper. 

© 


The ribs are 1% inches wide, with lapped edges—so 
you can have the board as wide as required. 


a 

Made in White, Yellow, Nile Green, Blue, Orchid, 
Ivory, Grey, Black, Red, Orange, Brown, Red Brown 
and Peach. (Metallics)—-Gold, Silver and Copper. 


e 
White is made in standard lengths 4, 6, 8, 10 and 12 


feet by 36 inches wide—longer lengths made up on 
special order. Colors made in only one size, 36 inches 
by 8 feet. 

* 


For unusual effects the board can be painted or deco- 
rated by any method. 
° 


This is the widest display board on the market— it is 

not a one-time display paper but a display board that 

can be used many times, saving time, money and labor. 
° 


Buttress display board is used for all types of display 

work — window and interior decorations — booths, 

floats, pedestals, plateaus, false-walls, partitions, ceil- 

ings or wherever an ultra modern effect is desired. It is 

especially adapted for unit displays and backgrounds. 
e 


We will announce shortly, something entirely new in 
an animated machine, A FRED W. TEMPLE PRO- 
DUCTION, which is radically different from anything 


now on market. 
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(Eastern Distributor: L,. O. NAYLOR PRODUCTS, 220 W. 42nd St., New York) 





Ee Ss. 


SPRING BLDG. 


SUITE 420 





LOS ANGELES. 


CHAS. F. JOHNSON, National Distributor 


CALIF. 














DISPLAY WORLD July, 199 


Recent New York Displays 
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—Reading from upper left to right: A beach wear display from Franklin a display of frocks from R. H. Macy & Co. Lower: two "Perfume Festi- 
Simon & Co.; “Invitation to a cool summer,” by B. Altman & Co. val" windows of a battery of six created by Copeland Displays, !nc., it 
Center: “Mountain Lodge" window of resort wear from Lord & Taylor; collaboration with the display department of Saks-34th Stree'— 
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Real Convention in Store 
For 1.A.D.M. Delegates 


The fortieth annual convention of the In- 
ternational Association of Display Men, 
which at this writing promises to be one of 
the most important and most interesting ever 
held, will get under official way when the 
gavel falls at the first meeting Monday 
morning, August 2, at the Hotel Sherman, 
Chicago. Most of the hundreds of delegates 
will arrive, however, on Sunday, August 1, 
in order to attend the costume party to be 
held that night. 

Many things will confront those members 
who will be present, among them the ques- 
tion of what effect the present labor unrest 
will have in the display field, and the problem 
of who will be elected to head the national 
organization during the ensuing year. The 
latter will undoubtedly be a subject of ab- 
sorbing interest, since the indications point to 
a spirited contest for the I. A. D. M. presi- 
dency. 

Appearing on the official ballot approved 
by the nominating committee and mailed to 
all association members several weeks ago 
will be the following names as candidates 
for the office of president: Frank G. Bing- 
ham, Robertson Brothers, South Bend, Ind.; 
Joseph McCann, S. Kann & Sons, Washing- 
ton, D. C.; J. R. Stewart, Barker Brothers, 
Los Angeles, Calif.; and Erwin A. Hiffman, 
Hiffman Display Company, St. Louis, Mo., 
the latter name being placed on the ballot by 
petition. Further nominations may be made 
from the floor. 

Of the men whose names appear on the 
ballot, one has signified his intention not to 
compete for the office. This is Joseph Mc- 
Cann. Bingham has already served the asso- 
ciation capably for three years as national 
treasurer. He began his career in the display 
field as displayman in a retail store, operated 
his own sign and display equipment shop for 





Frank G. Bingham 


some time, and for the past three years has 
been display director for Robertson Brothers. 
Stewart has guided the destinies of Barker 
Brothers display for many years and is well- 
known on the West Coast for his interest in 
display activities. Hiffman entered display via 
retail stores, later forming the service com- 
pany which bears his name. He has been 
very active in St. Louis display circles and is 





now president of the local club. 

The nominating committee (which was 
composed of George Westerman, Common- 
wealth Southern Corporation, Jackson, Mich., 





Glee R. Stocker 
President, |. A. D. M. 


and also chairman of the board of directors 
of the I. A. D. M.; Carl Haecker, Montgom- 
ery Ward & Co. Chicago; Richard A. 
Staines, Vandever Dry Goods Company, 
Tulsa, Okla.; and Joseph Chadwick, Famous- 
Barr Company, St. Louis) nominated Rich- 
ard Staines for the office of first vice-presi- 
dent, with Gilbert Brown, Philadelphia Elec- 
tric Company, Philadelphia, as his opponent. 

The other nominations are as follows: sec- 
ond vice-president, Sidney Goldberg, Kline’s, 
Inc., Cincinnati, and Joseph Apolinsky, Love- 





J. R. Stewart 


man, Joseph & Loeb, Birmingham, Ala.; 
third vice-president, George H. Wagner, 
George B. Peck Company, Kansas City, Mo., 
and W. J. Keeler, The T. Eaton Company, 
Winnipeg, Canada; treasurer, Frank E. 
Whitelam, R. H. Fyfe Company, Detroit, and 
William Arinow, Shillito’s, Cincinnati. 

For the board of directors, of which the 
retiring president, Glee R. Stocker, St. Louis, 
automatically becomes chairman, the follow- 
ing names are listed: District No. 1, Ray 
Parks, Leavitt Company, Manchester, N. H.; 
Samuel Branz, Wm. Filene’s Sons Company, 
Boston. District No. 2, Bruce Alexander, 
Fowler, Dick & Walker, Binghamton, N. Y.; 
E. Dudley Pierce, Sibley, Lindsay & Curr 
Company, Rochester, N. Y. District No. 3, 
Donald Springer, Levy’s, Jacksonville, Fla.; 








Sanford Wilson, Florida Power & Light Com. 
pany, Miami. District No. 4, Walter 
Grover, J. L. Hudson Company, Detroit: 
A. H. Hukenbeck, Belknap Hardware 4 
Mfg. Company, Louisville. District No, 5, 
J. T. Briggs, M. Levy Company, Shreveport, 
La.; Joseph F. Bronsing, Bry-Block Mer. 
cantile Corporation, Memphis. 

District No. 6, J. W. Campbell, Carson 
Pirie Scott & Co., Chicago; John R. A, & 
Jung, J. C. Penney Company, Madison, Wis, 
District No. 7, Frank Fiala, Goldstein and 
Chapman, Omaha; Ray Larson, T. S. Martin 
Company, Sioux City, Iowa. District No. 8 
O. W. Bennett, Kolliner’s, Stillwater, Minn,; 
W. C. Bruening, Straus Clothing Company, 
Valley City, N. D. District No. 9, B. E 
Chester, Monnig Dry Goods Company, Fort 
Worth, Texas; G. R. Burghart, Sakowit 
Brothers, Houston, Texas. District No. 10, 
E. J. Kirkpatrick, John W. Graham & Co, 
Spokane, Wash. District No. 11, Stanley 
MacDonald, Bullocks Department Store, Los 
Angeles; Walter Lehr, Westwood, Calif. 

More than sixty dealers and manufacturers 
of display materials, supplies, and equipment 
have reserved exhibition space and will pre- 
sent their merchandise to the delegates. At- 
tendance will doubtlessly be large, since many 
expressions to that effect have been received 
from all parts of the country. A large dele- § 
gation is expected from Washington, D. C., 
the display club of that city planning to make 
a strong bid for the 1938 convention. 

An excellent program of instructive and 
entertaining features has been arranged by § 
the Chicago Display Club, which is host to 
the delegates this year under the direction of 
Robert O. Johnson, Commonwealth Edison 
Company, who is general convention director 
and president of the Chicago club. 

With the costume party in the Bal Tabar- 
in, Hotel Sherman, on Sunday night, August 





Erwin A. Hiffman 


1, as an ice-breaker, the actual convention ses 
sions will get under way the following mort 
ing. The complete program as it stands 4 
present is as follows: 

Sunday, August 1, 8:30 p. m., costume 
party (courtesy of Chicago manufacturers 
and the Chicago Display Club.) The theme 


[Continued on page 42] 
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N THE SPOTLIGHT 


Meriting the attention that is due a headliner, we offer a 


newly designed line of Rubberlite hosiery forms, shaped and styled 


with expert care to achieve real eye appeal. 


In addition to perfect form, these Rubberlite legs are positive 
insurance against snags. The sheerest hose are safely displayed on 
Rubberlite. Moreover, breakage, joints and seams are definitely 
eliminated, and years of satisfactory service assured. These newest 


Rubberlite forms cre obtainable in five standard sizes, ankle to 


thigh high. 


Combination collarette, blouse, and millinery heads, men's display 
torsos, lingerie and other items of interest can be inspected at the 


l. A. D. M. Convention at Chicago. Contact your jobber, or write 


RUBBER PRODUCTS, INC. 


§29 S. JEFFERSON ST. CHICAGO 





GENUINE 
RUBBERLITE 
DISPLAYS 


INSIST § 
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co we 4 Easte: 
More Theatrical Lighting _ 
Effe 
menbe 
By CHARLES MERRILL iy loc 
Seidenbach's, Tulsa 15-17 
City. 
main 
them 
Consider for a moment the problems of an in the 
advertising manager’ of a national concern, presen 
Among his duties, unless he has an advertis- prepat 
ing agency to look after it, is the purchase and W 
of white space in publications for the purpose oratin; 
of telling his market about the firm’s products, exhibi 
He knows that the advertisement he prepares Hotel 
so carefully must compete with every other new 1 
advertisement in the book. So he gives much a frst t 
attention to layout, typography, and the like. 
But as a final touch he uses color —and 
immediately the ad stands out from the others Trans 
in black and white. By M 
So it is with the displayman. His market “Du 
is constantly passing the store windows, go- produ 
ing to and from business, out for recreation, trans] 
or shopping. The windows are the °store’s variot 
white space, so far as this pedestrian public small 
is concerned. The displayman accordingly any ¢ 
plans his advertisement—the window display H. M 
—with care in order to catch the eye and in- 
terest of those who pass. But all the time his Ame: 
display is in competition with others along 
the street. Just as the advertising man men- Incre 
tioned above can use color to make his pres- Am 
entation stand out above the rest, so can the firmly 
displayman use one of the tools in his reper- qart 
toire—light. This does not mean the ordinary City, 
window lighting system, but dramatic light— came 
theatrical lighting. : ture | 
At Seidenbach’s we are proving, just as play 1 
dozens of other progressive stores which have The - 
adopted this adjunct to display, that theatrical tratec 
lighting does pay. It pays in catching the eye, ee 
in drawing more attention to. the merchan- 
dise, and in impressing the beholder with the New 
quality and desirability of the apparel. For | 
The ideas which this kind of lighting in- En 
spire are endless, and as every displayman Brot! 
knows, anything which serves as a source of Farl 
ideas is always welcome. But with theatrical histee 
lighting, one display suggests another; there Telle 
are sO many possibilities and variations of has j 
effects that one finds it fascinating to work of Li 
out new arrangements. 
Three recent displays from Seidenbach’s 
are shown at the left. The bag window was Max 
arranged in three unit groups. Above each Stan 
unit was a cardboard tube 22 inches in diam- M:; 
eter, and inside each tube was a thousand- ever} 
watt spotlight. The window was lighted only Stan 
by these three lights. covei 
The center photograph is one portion of a line, 
beach window. It is sufficient to say that the nequ 
background used a fishing seine and floats spen’ 
stretched tautly over a large square opening more 
in the background. Silve 
The third picture shows a side of the beach moti 
wear window. We installed a tank—5 by 9 latte 
feet—of water in the center of the window, 
using a force pump for the spray fountain. oa 
Theatrical lighting gave drama to the window L 
: 3 orc 
as can be seen by the illustration. “ 
—Three examples of how theatrical lighting man 
is giving added force to Merrill's display for Mea 





Seidenbach's— Tay] 
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Eastern Display Organization 
Has Remarkable Growth 

Effective July-15 the firm of T. C. Pal- 
menberg, Inc., will remove to its new central- 
jy located headquarters near Fifth avenue, at 
15-17 West Thirty-sixth street, New York 
City. The company will occupy the entire 
main street floor store and basement, giving 
them one of the largest display fixture spaces 
in the Eastern section, with three times their 
present space. Bliss Display Company will 
prepare all of the designs for the interior 
and widows and will execute all of the dec- 
orating and wood work. Palmenberg’s will 
exhibit at the I. A. D. M. convention at the 
Hotel Sherman, Chicago, and will show the 
new line of Cunningham mannequins for the 
first time. 





Transparent Displayers Made 

By Meyer & Brother 

“‘Duranol” is the name given to a new 
product in the display field, consisting of 
transparent window display containers for 
various types of merchandise, especially 
small items. The boxes may be obtained in 
any dimension. They are made by Joseph 
H. Meyer & Brother, New York City. 





Ames Metal Moulding 


Increases Space 

Ames Metal Moulding Co., Inc., is now 
firmly established at its newly enlarged head- 
quarters at 219 East 144th street, New York 
City, where Siegfried Loeb is in charge of 
management and operations in the manufac- 
ture of 150 varying sizes and designs of dis- 
play mouldings and a complete line of frames. 
The firm has just issued an interesting illus- 
trated catalogue which will be sent ‘upon 
request. 





New Assistant 
For Nelson 

Emil Nelson, display director, Stern 
Brothers, New York City, has added Don 
Earl to his staff as assistant. Earl was 
formerly in a similar capacity with Bonwit 
Teller’s. He succeeds Maurice Weir, who 
has joined the home furnishings department 
of Lord & Taylor. 





Max Mayer Joins 
Standard Fixture 

Max Mayer, well known to displaymen 
everywhere, has joined the sales staff of 
Standard Fixture, Inc., Dallas, Texas. He will 
cover the Midwest and East for the firm’s 
line, which includes the new dramatic man- 
nequins by Mrs. Elsa Profita. Mayer has 
spent many years in the display field, his 
More recent connections having been with 
Silvestri Art Sales Company, and Sales Pro- 
motion Studios, Chicago, resigning from the 
latter a short time ago. 





Harvey Meadows Joins 

Lord & Taylor 

In the absence of Dana O’Clare, display 
Manager, who is now in Europe, Harvey 
Meadows is handling display for Lord & 
Taylor. Meadows was formerly with Best’s. 
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DISPLAYMEN TURN TO RHC 
FOR DISPLAY FIXTURE IDEAS 


The RHC Three-Shelf 
Over-Counter display 
(see right) is a great 
favorite with display- 
men. It is not only 
one of the most prac- 
tical of display ideas 
—but its eye-level fea- 
ture focuses attention 
on those profit-making 
items you want to 
show. It is merchan- 





































dising display in every 
sense of the word and 
deserves your atten- 











tion. 















































Here's the RHC plateau display—with its black 
wood shelves and chrome tubing. Makes per- 
fect build up displays for your windows. An- 
other RHC feature sure to appeal to merchan- 
dising-minded displaymen. 


If you haven't received a copy 
of the 96-page RHC catalog, 
be sure to write for it today. 


REFLECTOR HARDWARE 
CORPORATION 


WESTERN AVE 


Mart 






ENUE at 22nd PLACI CHICAGO 
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wee When in Chicago visit E tic — 


WRITE us your display anima- our extensive display. 
tion problem. State what motion 2 . 
you want and we will tell you Many attractive designs 
which standard SpeedWay “Flea ‘ | i 
Power” Motor and which SpeedWay in actual operation. 
see Mechanism will give it 
most effectiveness—and still be the 
Ronse economical for you. S P I E G E a 
omplete line of dependable Back- 
geared motors Turntables, and Mech- DISPLAY co. 
anisms developed for DIS- 
PLAY ANIMATION. 521 W. Monroe St. 
Write for New Catalog Sheets! Chicago 











SpeedWay Mfg. Co. 
1839 S. 52nd Ave. CICERO, ILL. 
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More Utility Backgrounds 


Designed By Ray Martin 


IS FOR MORE! 


si’lent, <iten 
LNot making any sound 
or noise; still; 2. Free 
from activity, motion, or 


= 


LENT 


—Ray Martin, art director, Consolidated Edison Company, New York 
City, designs so many window and interior displays of varying nature 
that it is difficult to single out any particular attribute as a character- 
istic. The strong poster technique employed makes the displays out- 








'CEAS 


Pe ons MA) ae ye De tn “ry 


bemoans 





standing, and of note is the manner in which each presentation literally 
leaves nothing to be said. The selling talk is purposely kept to 9 
minimum. The testimonial type of advertising is used occasionally in 
the form of blow-ups of letters from users of the utility's service— 
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RK CITY 


it Teller 
RH. Macy & O° 
Franklin Simon 
Lord & Taylor 


Best & Co. 


| omy! 2 
CENTURY LIGHTING INC. 419 WEST 55. ST, NEW YORK CITY 





=a °° °-°°» | ———- | With‘ This Machine 
STEVENSON ANIMOTOR ~ = §= pISPLAYMEN 


FOR ANY DESIRED 


MOTION IN everywhere are making illustrated backgrounds, 


& f : panels and t ily, kl d at 1 
7” M Oo Tl ©) si / ' cost because the BRISCHOGRAPH makes me 
D | S PL AY s , an artist—instantly. 


The following motions 

' can be produced singly 
or grouped for special 
effects. 


The ANIMOTOR Fast Rotary—50 RPM 

110 V., 60 Cycle— Slow Rotary—6 RPM 
Oscillating—70’, 10 sec. 
cycle The BRISCHOGRAPH is an in- 
Indexing—60’, 6 stops, 2| dispensable piece of equipment 
sec. motion—8 sec. still | for every Displayman, Cardwriter, 
. . Provided through Poster Artist and Designer. It 
Four Double-End Shafts pays for itself quickly, and its 
; Reverse Direction— | modest price puts it within the 
each end... reach of all. 


~@A Motion Display 
Turntable. A complete The New 3/10 Model 


motion display - within - 
itself. Driven by the $s 
Animotor to produce four 
types of motion in either 


direction—single or three 
plane top. COMPLETE 
@ Animotors and Turn- 


tables are in use nation- 
ally by many large ad- 


Any photo, magazine, sketch, etc., 

regardless of size, can be clearly 

° el projected to desired size, in per- 

ongurmntae a ate as eal fectly defined detail, in natural 

& Splays ‘on : colors, with reading matter from 

TURNTABLE for ously, Accurately and left to right as pi: et 

use with ANIMOTOR Quietly. wea nad , ‘ The BRISCHOGRAPH is simple to operate, as the above illustra- 
When vy isit your dealer today and ask tion clearly shows (Guaranteed to be reproduced from unretouched 
hunni ai meee, ieee “ “~ agg ME to see the Brischograph. Better photograph). Simply place the Brischograph over the copy to be 
ind TU RNTABLE ideal nd the still, buy it and try it in your enlarged and focus to produce desired enlargement. Then follow 
j every-day work .. . if you do the projection with pencil, pen or brush. You will be_ surprised 


Write for Literature and Prices! not find it all we claim—a worthy, how easily and quickly you can make attention-compelling back- 
time saving addition to your grounds. 


D. M. STEVENSON ENGINEERING CO. ind your money will be reunded. THE BRISCHOGRAPH COMPANY 


SS Send for our New Circular Established 1926 
anne ie ieeemeiiiiaiialiacianieniaitianeiaiend ee aaiaiial Showing “WHO’S WHO” 94 E. LAKEVIEW AVE. COLUMBUS, OHIO 
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OUR PLATFORM 

1. The Development of Window Display Adver- 
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2. More Display Cooperation by Manufacturer 
and Merchant. 

3. Advancement of the Display Service Business. 

4. Practical Service to the Display Profession 
and Industry. 

5. Appreciation of Display's Power in Merchan- 














dising. 
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Plan To Attend 
the Convention 

Once more the attention of the display 
field is turned on the annual convention of 
the International Association of Display 
Men. The sessions scheduled for 1937, to be 
held at the Hotel Sherman, Chicago, August 
1-5, mark the fortieth anniversary of the 
national association. 

Displaymen, whether members of the I. A. 
D. M. or not, should plan to be present for 
this year’s meeting. Attendance indicates 
one’s pride in his chosen line of work, his 
desire to learn more and to be more pro- 
ductive in his efforts for the firm for which 
he works. Too, it means that the display- 
man realizes the necessity for unity of 
thought where the advancement of display 
is concerned and is willing to cooperate with 
others of the profession in working for 
mutual progress. 

The convention is being held this year in 
a city of central location, easily reached at 
low cost from practically any point. <A 
splendid program, both educational and en- 
tertaining, has been prepared by men who 
are familiar with the displayman’s problems 
and who have worked hard to give the visit- 
ing delegates real help. A trip to the con- 
vention need not be costly; for those with 
vision enough to réalize the benefits they 
will receive the item of cost should appear 
relatively small. 

Exhibiting at the convention will be some 
sixty-odd firms handling all forms of dis- 
play material and equipment. Their new 
fall and winter lines will be ready for exam- 
ination at a time when the displayman is 
particularly interested in. his store’s display 
requirements for the important selling sea- 
sons to come. The displayman at the con- 
vention will find himself truly at the nation’s 
display mart, with the products of five dozen 
exhibitors spread before him. He can select 
from a wide range of designs, compare 
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prices—in general, do a lot of actual work 
which would later be necessary anyway—and 
do it all in connection with meeting dozens 
of other displaymen from all points of the 
compass, exchanging. ideas, and hearing dis- 
play questions discussed by authorities in 
the field. 

When all the advantages of a trip to the 
fortieth annual convention are considered, it 
seems that the comparatively small invest- 
ment required in money and time is negli- 
gible. As a final test, ask this question of 
any displayman who attended the 1935 con- 
vention in St. Louis or the one in 1936 at 
Cincinnati: “Was it worth while?” Then 
be guided by his reply. 





An Advertisement 
Sans Adjectives 

Singularly refreshing was an advertise- 
ment which appeared recently for Wana- 
maker’s, New York City. Topped with a 
headline: “Not an Adjective in this Ad,” 
the copy went on to explain that “consumers 
have tired of gush in advertising; they want 
facts. Wanamaker’s has always believed in 
giving you facts, and our merchandise has 
always been the kind we could tell facts 
about. We don’t need to paint our lilies! 
Witness this page—there isn’t an unfactual 
adjective in it (by factual we mean descrip- 
tive of color, size, or property pertaining 
to the article). There isn’t an attempt to 
inveigle you into buying through appeals 
to your emotions. Here are the things you 
want to know, told simply, sincerely, com- 
prehensively, so that -you can quickly decide 
whether you want the merchandise (you 
probably will)! Everyone will be coming 
around to this way of advertising in time— 
logically and inevitably . . . Wanamaker’s 
is doing it now!” 

Coming at a time when the scrutiny of the 
consumer is being turned on all forms of 
advertising, this advertisement stands out 
like a beacon in a sea of ridiculous and ex- 
aggerated claims. A host of examples will 
occur to anyone who scans the advertising 
pages of popular magazines and newspapers, 
or who listens to the radio. Undoubtedly 
there are many advertisements in which the 
truth is told; but there are too many in 
which half-truths are exploited and made to 
form the basis of foolish statements that are 
being regarded by the consumer with increas- 
ing antipathy. It is to be hoped that Wana- 
maker’s example will be followed by other 
advertisers, both national and local. Some 
will probably do so; others will not, until 
legislation compels them to adopt a saner 
attitude. 

It is fortunate that display, which is built 
around the actual merchandise, will have 
no necessity to mend its ways in this regard. 


Swedish Ad Man 
Speaks on Display 

Greater dramatization of significant sell- 
ing points of merchandise on display and 
more thorough training of sales people are 
outstanding trends in Swedish merchandis- 
ing, according to Sven Blomquist, Stock- 
holm, in a recent talk to students at the 
New York School of Display. 

“In Sweden we are putting less and less 
merchandise in our windows, but at the 
same time we are making our windows give 
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more information by dramatizing the inter- 
esting selling points to people who pass by, 
Every window is a selling window. Here 
in this country you still have many mer- 
chants who think that to sell they have to 
show something of everything. Sweden and 
other foreign countries are quicker in get- 
ting away from this old idea. Even small 
Swedish merchants concentrate each display 
on the promotion of a particular item. And 
the important thing is that they tell a story 
about that item. They make the display 
answer the customer’s questions at the point 
of sale, just as a good salesman does when 
he is talking to a customer inside the store.” 

Blomquist stated that almost invariably 
Swedish displays give the price of each 
piece of merchandise shown. The price js 
not necessarily low—if the display is well 
done, a high price may be just as great a 
talking point as a low one. 

Swedish manufacturers and advertising 
agencies are giving clients a great deal 
more cooperation with their displays than 
they did formerly, Blomquist said, referring 
to an instance of a manufacturer of table 
linens who supplied dealers with designs 
and instructions for window displays with 
the result that retail display of this par- 
ticular brand increased by 60 per cent. 

In most Swedish communities retail stores 
agree on definite sale periods. They volun- 
tarily agree that sales shall not be longer 
than six days in duration and that sale ad- 
vertising shall not start sooner than one 
week before the opening of the sale. 





More Space 
For Mutual 

Dave Stromberg, vice president, Mutual 
Sales & Manufacturing Company, announces 
another 5,000 square feet addition to their 
present plant, 1101 Power avenue, Cleveland, 
Ohio. The company, specializing in the de- 
signing and manufacturing of modern dis- 
plays, backgrounds, etc., and as national dis- 
tributors of wall board tubes; now has in 
excess of 20,000 square feet of manufactur- 
ing space. 





Photo Contest 
Judges 

The following Chicago men will judge the 
International Association of Display Men 
photo contest on July 19. Enlargements will 
be made of the prize-winning photographs: 

Dewey M. Beck, Chicago Daily News; 
E. H. Leaker, Henry C. Lytton & Sons; E. 
J. Berg, The Ray Schools; J. S. Strecker, 
General Electric Company; Homer Buckley, 
Buckley Dement & Co.; Roy Ozanne, Mer- 
chandise Mart, and Dallas M. Schultz, I. A. 
D. M. photo contest chairman. 





Dennison To Use 
Display Coaches 

The Dennison Manufacturing Company, 
Framingham, Mass., plans on using four 
trailer display coaches in the presentation 
of the firm’s line of modern display mate- 
rials to the display field. One coach was 
stationed in Cincinnati, Ohio, for several 
days the middle part of July in connection 
with a display of Dennison materials at the 
office of the General Display Corporation, 
Carew Tower. 
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NEW SALES-PROMOTION IDEAS 


; ® CONSTRUCTION 







° TOYLANDS 

° ANIMATION © LEDGE TRIMS 

| e PAPIER-MACHE © POST TRIMS 

| © ART © TRAVELING DISPLAYS 


COMPLETE LINE of SUPPLIES and FIXTURES 
— FAST SERVICE — 


NEW ENGLAND DECORATORS SUPPLY CO. 


262-268 DEVONSHIRE ST. BOSTON, MASS. 







































Our Most Complete 
Line In More Than 
20 Years Awaits 
Your Inspection 


We're proud of our new line .. . proud of its completeness . . . 
its originality . . . its beauty! For more than a fifth century 
Maharam has gone forward. Constantly adding to our facili- 
ties for service. And now Maharam is prepared, as never 
before, to fill your display needs. As you plan ahead, call 
upon "The House of Service" for samples and prices. Our 
world-wide facilities as originators, manufacturers and dis- 
tributors are at your disposal. 







“The House 
of 


Service” 





‘FABRIC CORPORATION. 


NEW YORK—130 WEST 46TH ST. CHICAGO—6 EAST LAKE ST. 
BOSTON ST. LOUIS CLEVELAND DETROIT 
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Above is a clever display for Dobbs hats as designed by John Bidwell, Patterson's Men's Shop, 


Sacramento, Calif. 


Considerably increased sales were reported from this window. 


The sales 


message across the background was formed with letters by the Mitten's Display Letters Company, 
Redlands, Calif.— 





American Firm Receives 
Many Foreign Orders 
The wide-spread appeal 
made metal display fixtures 
recent increases in foreign orders, according 
to Trowbridge Stanley, president, L. A. Dar- 
ling Company, Bronson, Mich. The factory 
has just received three large orders from 
Port Elizabeth and Johannesburg, South 
Africa, and from the Philippine islands. 
This wide-spread interest has further been 


of American- 
is evidenced in 


Packaging Survey 
To Be Released 

The first comprehensive 
status of package and display 
the hardware industries will be published 
soon by Modern Packaging magazine. The 
survey, conducted by the Institute of Pack- 
age Research, and based upon interviews with 
over one thousand retailers, jobbers, manu- 
facturers, and package suppliers, has dis- 
closed an unusual “backwardness” in the 


survey on the 
utilization in 
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sibility of producing more effective hardware 
packages and displays, the published survey 
includes a portfolio of re-designs executed hy 
a group of prominent package designers and 
manufacturers, in which packages in use to- 
day were re-planned for greater convenience, 
sturdiness, utility, and display value. 





Manning Now With 
Designers for Industry 

John E. Manning, C. E., former vice-pre<i- 
dent and general manager of Firks Studivs, 
Chicago, has been appoined Western manager 
of Designers for Industry, Inc., industrial 
designers, with headquarters in the Merchan- 
dise Mart, Chicago, according to an announce- 
ment by Chas. H. Oppenheimer, president, 
Cleveland. Manning succeeds H. C. Gooding, 
who was recently appointed Eastern manager 
with offices in Rockefeller Center, New York 


City. 





Auto Show Contract 
To Ivel 

October 27 has been selected as the open- 
ing date of the New York National Auto- 
mobile Show at Grand Central Palace—two 
weeks earlier than in 1936. Announcement 
has just been made of the award of the gen- 
eral decorating contract for the third con- 
secutive year to Ivel Corporation, New York 
City. According to Leslie Levi, president, 
Ivel Corporation, the theme of this year’s 
decorations will be “maximum service after 
purchase.” 





Change of Address 





noted in inquiries received by the company utilization ty manufacturers of modern pack- For Display Guild 

for catalogs from such distant places as aging and merchandising methods, as exem- The Display Guild, Inc., for many years 
Australia, Fiji islands, New Zealand, Hol- plified by failure of packages even to serve located at 225 East Twenty-fourth street, 
land, China, Japan, Czecho-Slovakia, Russia, as a carrier and a protection for the product. New York City, has removed to 601 West 
France, and Brazil. As a demonstration of the practical pos- Fiftieth street. 








—Script was the style chosen for these six show cards by E. H. Thieman, Display Service Studio, St. Louis, Mo. 
ing card board of different shades, Thieman contrives to make window cards that have a touch of novelty without being bizarre— 
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Unusual Display For 
Dorothy Gray 

An unusual window display, designed by 
W. Bayard Okie, Jr., has been installed in 
the second-story window of the Dorothy Gray 
Salon on upper Fifth avenue, New York City. 
S The central figure is a fountain, encased in 
plate glass, which is about one story high. 
The water from this fountain forms a pool 
at the base, which is entirely surrounded by 
flowers made from three-ply ‘Micacrystal,” 
a new cellophane product of Barclay Paper 
Products, 373 Fourth avenue, New York 
City. Some non-realistic flowers are repre- 
sented in the display, as well as lilies, del- 
phinium, and blue-bells. 

The water in the foun‘ain is colored by 
electric illumination and shoots up to a 
height of 8 feet. The background is done 
in a neutral-tone grosgrain silk. The entire 
display is lighted from four sides with 6,000 
watts. 





New York Company 
In New Quarters 


Robert S. Gold has announced the pur- 
chase of the half-interest owned by Jack 
Fleisher of the A. D. N. Display Company, 
New York City, which operates under the 
name of the American Display & Novelty 
Company. The latter company also announces 
its purchase of the rights and equipment 
owned by the Action Display & Novelty Com- 
pany, and on July 15 removed to the building 
occupied by the latter at 133 West Twenty- 
fourth street. The firm will manufacture a 
complete line of all types of die-cut card- 
hoard letters in various sizes and colors. 
along with its present line of Catalin and 
plastic letters, blue and black mirror displays, 
and scroll and filigree cutouts in various 
} materials. 





Glee Stocker Organizes 
Advertising Agency 

Glee R. Stocker, president, International 
Association of Display Men, St. Louis, Mo., 
has organized an advertising agency to be 
known as Glee R. Stocker & Associates, with 
offices on the ninth floor of the Chemical 
building, St. Louis. Stocker will specialize in 
point-of-sale advertising, store planning, and 
merchant window and interior display serv- 
ices. He has been retained by the C. A. Reed 
Paper Company, Williamsport, Pa., which is 
a move in keeping with their greatly enlarged 
line of display material. Stocker was formerly 
display director for the Wohl Shoe Company, 
St. Louis, operating a chain of retail stores. 





Mitten's Display Letters 
Appoints Chicago Firm 

Architectural Displays & Exhibits Com- 
@ Pany, Chicago, was recently appointed as rep- 
resentative for that city of Mitten’s Display 
Letters Company, Redlands, Calif. The Mit- 
ten's exhibit at the forthcoming International 
Association of Display Men convention will 
he in charge of William H. Kogen, of Archi- 
tectural Displays. Frank P. Mitten and A. W. 
Guy, president and sales manager, respec- 
tively, for the West coast firm, plan to attend 


the Chicago conclave of the display associa- 
ton, 
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ALING-TITE and 


HANSCO TACKPOINTS 
inthe 


THE/RIG 


FOR FASTER, BETTER TACKING 


HE reason Kling-Tite and Hansco Tackers and 

Tackpoints give better results is because they are 
made in the same plant under unified control. This 
combination assures the user a smoother-working 
unit and faster operation. 


Kling-Tite and Hansco Tackers are mc dz for driving Tack- 
points up to 1-2-inch length. They’re widely used for all 
kinds of tacking — cutting costs and speeding up work. 


Ask for Folder. 

If you’re nct a user, 

send for descriptive forrs A. L. HANSEN MFG. co. 3 

folder of Kling-Tite / Kling~Tite} ea, FAN SCO | 
: me, 








and Hansco Tackers. CHICAGO, ILL. 

















will present at the I. A. D. M. convention (Space 68-69-70), and at their 


beautiful new show rooms in New York— 


the new and distinctively different 


Cunningham Mannequins 


(By John and Patricia Cunningham) 


Mannequins that suggest /‘fe as in the manner worn—from Park 
Avenue to your show windows. Mannequins that were conceived, 
studied, designed and sculptured primarily to sELL garments, not just 
to show them. Posed by a stylist, sculptured by an artist and modeled 
from real life. 

Easy to dress—exceptionally natural arm poses—graceful hands— 
lovely heads—combining the practical and the beautiful in merchandis- 
ing display. 


Now in Our New Home at 15-17 W. 36th Street 


Just off 5th Avenue—The largest display fixture show-recm in America—beauti- 
fully decorated with practical show-room display done i» Bliss Displays, Inc. 
You are cordially invited to visit and inspect the new Pa!menberg quarters and 
to see the complete new lines of modern Merchandising Display Equipment. 


T. C. PALMENBERG, INC. 


15-17 W. 36th St., New York 
TED PALMENBERG RUDY QUENSELL 
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Doint=-of=-sale Gallery 


of National Displays 
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—The Calvert display for gin comes in two 
sizes—a large one for windows and a smaller 
unit for back bars and counter displays. The 
major colors are a cool blue, which is the 
background for the base, and a maroon which 
acts as a background for, and spotlights, the 
bottle. Set against a background of white 
and French blue crepe paper, a true quality 
of coolness is obtained— 


—This attractive Philco floor display was de- 
signed and manufactured by Windo-Craft 
Display Service, Buffalo, N. Y. The girl's hand 
apparently engages the dial at six different 
points, moving it in a downward motion to a 
point directly above the radio at which time 
the copy: "Click, there's your station!" lights 
up. More than twenty carloads of these dis- 
plays were sent to Philco distributors. The 
entire display, with the exception of the two 
side wings, was screen processed— 
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—A new type of counter basket for the John F. 
Jelke Company, Chicago, is shown below. The 
display gives a practical tie-up with related 
items. Produced by Niagara Lithograph 


Company— 





















New floor displays, designed and made by 
Robert Gair Company, inc., present combina- 
tions of tea, mayonnaise, and sandwich spread 
for Martin Gillett Company, Baltimore. The 
displays are designed to emphasize the attrac- 
tive individual packages— 
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—Seagram-Distillers Corporation issued the 
attractive sales promotion piece shown above 
for Father's Day. The cut-out card was de. 


signed for either window or counter use. lt § 


measured 16 by 23 inches and was lithographed 
in full colors— 


—A real "self-selling’ idea is the inspiration 


for this unusual Remington cutlery merchandise | 


assortment card. The tip of each of the 
knives, attached fan-wise to the card, points to 
an illustration of its particular use. The dis 
play card was created and produced by 
Einson-Freeman Co., Inc., Long Island City, 


New York— 


Remington GPO 


TEEL— MIR, 
£9 $ rs ACle k, 
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Los Angeles Displaymen 
Hold Stag Dinner 

Eighty members of the display profession 
in Los Angeles, Calif., attended a stag dinne: 
at the Sunset Club on June 12. John Flotten, 
Harris & Frank, president of the group, in- 
troduced the various individuals and paved 
the way for a most interesting program which 
he and J. R. Stewart, Barker Brothers, had 
arranged. The entertainment took the form of 
five acts, two of which proved so popular 
that they were recalled a great number of 
times. (Editor’s note: Is it necessary to add 
that these two acts were a bubble dancer and 
a strip teaser?) 

Carl Ahlroth, The May Company, in ex- 
pressing the thanks of the group to Flotten 
for a most enjoyable evening, summed up the 
progress of the organization by saying that 
twelve attended the first session six months 
ago, eighty were present at the stag dinner, 
and more than 100 were expected to attend 
the July meeting. 





Ray Martin Wins 
Awards 

The utility displays of Ray Martin, art 
director, Consolidated Edison Company of 
New York, New York City, and his staff 
again were rated “tops” in the 1937 awards 
of the display and poster divisions contest 
of the Public Utilities Advertising Associa- 
tion. The following is the list of winners: 

Electric displays: premier award, Consoli- 
dated Edison Company of New York; awards 


of excellence, The Buffalo General Electric. 


Company, Buffalo, N. Y., and The Public 


Service Electric and Gas Company, Newark, 


N. J. Gas displays: premier award, Consoli- 


| dated Edison Company of New York; awaré 


of excellence, The Brooklyn Union Gas 
Lighting Company, Brooklyn, N. Y. Poster 
advertising: premier award, Southern Cali- 
fornia Edison Company, Los Angeles; awards 
of excellence, Consolidated Edison Company 
of New York, and the Duquesne Light Com- 
pany, Pittsburgh, Pa. 





Irwin Culver Returns 
To the East 


Irwin Culver, for many years well-known 
to the display field for his remarkable work 
in mannequin sculptoring, has returned to 
Chicago after a period spent with the C. Bor- 
rango Company, San Francisco, where hz 
developed a new line of men’s figures, ladies’ 
forms, etc. His return to the East was occa- 
sioned by the death of Mrs. Culver a few 
months ago, breaking a union of forty years 
duration. Culver’s many friends in the pro- 
fession join in extending condolences. 





Mrs. Dorothy Jeter 
Promoted 


Mrs. Dorothy Jeter, formerly in charge of 
interior displays for James McCreery & Co., 
New York City, has been appointed display 
Manager, following the resignation of A. J. 
Donahue. The latter was McCreery’s display 
director for the past several years. His plans 
have not yet been announced. Mrs. Jeter’s 
assistant will be Murray Cohen, of the store’s 
display staff. 


deeply gratifying to us. 


_ The, demand created for 


-feet monthlyin—all sizes” 
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New Display Effects 


are always possible with 


WALLBOARD TUBES 


DO YOU KNOW 
the ever increasing number 
of uses for WALLBOARD 
TUBES? The constant de- 
mand for tubes all over 
the country for window 
backgrounds, display units 
and the modernizing of 
interior departments has 
caused us to express our 
appreciation that display- 
men are always develop- 


ing new uses for tubes. 


The unlimited possibilities 
that you are taking ad- 


vantage of has been 


tubes has. enabled -us- to. .,. 
ship thousands of -lineal + 


The use of tubes in. all 
forms of display work is 
unprecedented. 


tube 


ments through your near- 


Fill your require- 


est dealer, or write direct. 










MUTUAL SALES & MFG. CO. 


(Creators of MUTUAL DISPLAYS) 


1101 POWER AVE. 


CLEVELAND, OHIO 














ARTISTIC DISPLAY MFG CO. Inc. 


301 WEST 54TH ST. 
NEW YORK 5 § 


¢& 


All styles 
of wood, chrome 
metal faced and cata- 
lin letters in stock and 
made to special order—also on 


COLORED MIRROR BACKGROUNDS 


Write for our New Catalog 























MILEO 


MANNEQUINS 


chosen by the better stores 


FACES of distinction; natural, charm- 

ing, sophisticated. 

FIGURES, CORRECTLY PROPOR- 

TIONED to display all new dress and 

coat sty‘es. 

In standing and flexible effects, in- 

cluding the new “action” poses. 
Write for photographs 


7 West 36th St... vow 8? 














« « « When Writing Advertisers Please Mention DISPLAY WORLD » » » 














SEVEN SHOE DISPLAYS 
THAT PRODUCED 


[Continued from page 18] 


The color scheme was carried out in blue, 
green, and yellow. 

“Air Step” shoes were shown in a corner 
window by Paul Wertz, The Fair, Chicago, 
as illustrated by the first picture on page 34, 
followed by two windows by Irvin Riga, 
Potter’s, Cincinnati, Ohio. Riga’s displays 
had power to them, resulting from the foot- 
ball scene and the blow-up, and the slant- 
ing lines of the backgrounds which led the 
eye naturally to the merchandise. 

The final display is easily recognizable by 


i 


the circular island window as being from 
the John Ward shoe store, New York City. 
The display was installed by the Ward staff, 
although created and built by H. & H. Dis- 
plays. The “Nalco” seascape used in the 
background was so effective that it was also 
ordered for twelve other stores in the Ward 
chain. The circular window was designed 
to resemble the bow of a ship, showing ven- 
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tilators, deck railing with canvas backing, 
and life preservers. Each of the side win- 
dows carried out the same nautical scene. 





William Stephens Joins 
Semi-Retired List 

For many years in charge of display for 
The Big Store, Cincinnati, Ohio, William A. 
Stephens has now joined the ranks of the 
semi-retired. After a vacation of several 
months duration, Stephens will return to The 
Big Store for only a few hours each day as 
display supervisor. His former assistant, 
Thomas Denterlein, will have active charge of 
display. 


—Immediately above is a corner window 
display of “Air Step" shoes by Paul 
Wertz, The Fair, Chicago. . . . Two win- 
dows by Irvin Riga, Potter's, Cincinnati, 
Chio, are at the upper right. . . . The 
final picture is of a window display by 
H. & H. Displays, New York City, for the 


John Ward shoe stores— 
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Maharam Finds "Plyophane" 
Well Received 

Maharam Fabric Corporation, 130 West 
Forty-sixth street, New York City, has 
scored a hit with the firm’s new “Plyophane” 
(a “Pliofilm” product) which because of its 
attraction power when used in bands, stream- 
ers, fringes and for cutouts, and because it ff 
can be had in both transparent and opaque [7 
effects, creates unusual and distinctive eye- 
appeal. Other qualities of the product, it is . 
said, are that it is water-proof, sews like § 
silk, can be stretched tight, can be tacked 
and pleated, is not affected by weather and 
will not deteriorate. It comes in a wide 
range of colors. 









Display Counselors, Inc., 
Adds Barrett 


Newton R. Barrett, formerly of Fleisch- 
man Art, Inc., is now associated with Display 
Counselors, Inc., 33 East Twenty-first street, 
New York, in the capacity of sales execu- 
tive. Barrett is well known in the advertising 
field, having been advertising manager for 
ten years of J. C. Brownstone & Co., chain 
stores specializing in wearing apparel. Bar- 
rett was also associated with the Campbell- 
Ewald Company. 
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The Relation of Design 


DISPLAY WORLD 


To Display 


By HENRY FALKE 
Designers for Industry, Inc., Cleveland 


No one appreciates the value of display 
better than the proprietor of a drug store 
who has seen his establishment develop 
from an adjunct of the chemist to that of 
the department store, with the colored glass 
balls in the window replaced by far more 
saleable objects, and who is always quick’to 
yield space to things which from their orig- 
inality or excellence of design will capture 
the prospect’s attention and arouse his de- 
sire for possession. And how much weight 
the design of articles has to do with the 
customer’s acceptance of them can be seen 
from the fact that 21.658 per cent of the 
merchandise that is returned is sent back 
because it is out-dated. The manufacturer 
must accept it, and the 22.181 per cent more 
on which for some reason the retailer has 
over-ordered. Many times this latter case 
must be accounted for by the fact that arti- 
cles of newer design have cut the display 
value—and market—of the more established 
commodities. 

There can be little display value.in a 
product or its packing which becomes too 
familiar to the consumer. Just before this 
stage is reached the r@-designing, while 
preserving general features such as a good 
color which has become distinctive and 
which promises to endure, should add values 
for display and salesmanship. Lettering can 
be modified to freshen the appearance and 
yet retain features which were good in 
themselves and have become valuable as a 
sort of trade-mark. The suggestion con- 
veyed is that the product is the same but 
that the company behind it is even more pro- 
gressive and dependable than ever. Other- 
wise a newer company with less to lose in 
the way of traditions may gain all through 


novelty in design capturing the buyer’s 
taste. 
It should be borne in mind: “What users 


does the product have?” But this should 
not inhibit thought of new markets by re- 
design. “This machine is used only on 
farms and our design has proved satisfac- 
tory for a good many years. No one would 
notice this or that innovation.” Certainly 
it would not be detrimental, though, and 
the appearance of a modern product may 
Cause surprise by the stir it creates in a 
static market. Those who live on farms are 
not so ignorant of the trends prevailing in 
product design as has been supposed, nor 
are they insensible to the appeal of correct 
design. Then, possibly, a surprising new use 
is discovered and demand increases, a little 
or a lot as the case may be, all from the 
display use of new design. It conveys the 
idea behind the product more clearly and 
awakens new desires for it. 

With the improvement of materials and 
craftsmanship, products can today express 
their function more adequately. No longer 
need a washing machine look like a giant 
boiler, or a vacuum cleaner like a very 





robust motor intent on the nap of the rug. 
And as they are cut down to suit modern 
taste the gadgets about them — plugs, 
switches, etc.—are bound to be improved, 
so that re-design really may and should 
stand for new quality—not just “new ideas” 
which may be noxious and will soon find 
their reaction of disfavor when the surface 
appeal they possess is discovered by the 
consumer for what it is worth. Soon he 
begins to discriminate, as he buys, between 
the truly designed and the merely designing; 
the first displays the product, the latter 
only itself. 

Design has been used frequently simply 
as display. There are ice cream parlors 
which are erected to resemble giant ice 
cream cones. Companies which follow out 
this idea transform their showplaces through 
the use of imagination, the better to display 
their product. In general, the design which 
expresses (not hides) its product will be 
found to have more appeal over the longest 
time. In general, because aesthetic princi- 
ples can not be applied too rigidly. 

It is all very well to say that a skyscraper 
is not a belltower, and that as a steel struc- 
ture it has little need of Renaissance orna- 
ment, but if it were erected according to 
the strict functionalist it would resemble 
nothing so much as a barn. In general 
when ornament and masonry are added it 
is to display an idea beyond that conveyed 
by the structure itselfi—an aspiration. I 
doubt if much can be said along an orthodox 
line in favor of a company building its home 
offices into a pile to resemble the Washing- 
ton monument—its name running the four 
sides below the tip—its windows and steel 
frame inconceivably slanted to resemble the 
lines required by a pile of stone but not by 
present-day structures (even for air resist- 
ance)—unless its builders wished to express 
the solidity and Americanism of their or- 
ganization in a way that would be appre- 
ciated far and wide. No one can doubt 
that such a design has display value. 

Sometimes design may reduce the display 
value of a product, but this only in a man- 
ner of speaking. An automobile no longer 
displays the tire so effectively, but a defi- 
nite style has required the subordination of 
this important, but apparently perfected, 
member, to the color and line harmony of 
the whole. Meanwhile, an entire generation 
of cars lose any display value they may have. 





New Display Head 
For Namm Store 

Owen Cook has resigned his position as di- 
rector of display for The Namm Store, 
Brooklyn, N. Y., and will be succeeded by 
Jerome E. Walters, formerly with the Kresge 


Department Store, Newark, N. J., and Op- 
penheim Collins, New York City. Cook’s 


future plans have not been made known. 
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SOME BACKGROUND SUGGESTIONS 
FOR WINDOW AND INTERIOR 
[Continued from page 16] 

One of the recent trends in department 
store merchandising is the creation of spe- 
cialty shops within the store itself. This idea 
has, of course, been used by leading mer- 
chandisers for some time. Only recently, 
however, has it been practiced on such a gen- 

eral scale. 

A variation of this idea, based, perhaps, 
on chain store merchandising, is the con- 
struction of special sales islands or counters 
carrying open display of merchandise at 
strategic points throughout the store. Count- 
ers of this type are used in particular for 
sales or to push special items. Experience 
has shown that goods sell faster when dis- 
played in this way and that customers prac- 
tically wait on themselves. 

The last two designs on page thirty-six 
illustrate current treatment of the display 
problems which these merchandising trends 
create. 

The increasing use of counters or tables 
for featured merchandise has caused a de- 
mand for “over table trims” of which the 
beach wear display is an example. The ship’s 
wheel should be elevated sufficiently to be 


—The shirt sale back- 
ground is easily adapt- 
able for the display of 
towels, sheets, under- 
wear, or similar articles 
simply by changing the 
cut-out lettering. (All 
illustrations with this 
article are through the 


DISPLAY WORLD 


plainly visible over the heads of shoppers. 
The wheel and lettering are to be cut-outs; 
the rail and life preservers may be either 
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shirt 


cut-outs or real. 
A very practical and inexpensive way to 
carry out the shop idea in the average store 


—The beach and baby 
shop settings were de- 
signed for use in con- 
nection with _ interior 
shops or ledge displays. 
The beach wear display 
would be constructed 
over a table, the ship's 
wheel to be elevated 
sufficiently to be plainly 





visible over the heads 








of shoppers. Wheel and 
lettering would be cut- 





facturers of the Cut- 
awl) — 











outs; the rail and life 
preservers could be 
either cutouts or real— 


is to build a constructional decoration over 
the shelving and combine in this setting a 
sign and space for display. The accompany- 
ing illustration of a “Baby Shop” shows one 
way in which this can be accomplished. Set- 
tings of this character usually are painted 
in light colors to match or harmonize with 
the traditional baby colors of pink, blue, and 
white. Plywood, wall board, and heavy card- 
board are the most suitable materials for 
building sets of this kind. 





Robert Heller 
Retained 

Robert Heller, New York industrial de- 
signer, has been retained by the Style Council 
Trend of the Institute of Carpet Manufac- 
turers to design its ensemble display promo- 
tions for the coming season. The units will 
feature room color schemes which comple- 
ment the individual carpet and rug displays. 
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Helen Cole Addresses 


New York School 

“When the buyers know that your vital 
concern is selling merchandise, you will have 
their cooperation,” said Mrs. Helen Cole, dis- 
play director, Bonwit Teller, New York City, 
in an informal talk at the New York School 
of Display on Wednesday, June 16. “I am a 
hellion about having windows ‘covered.’ If 
you don’t it is a tragedy to build a whole win- 
dow around a certain costume and then not 
to be able to replace it when a customer 
wants it. But when the department heads find 
that the windows sell, then they are willing 
enough to stock plenty of what you are dis- 
playing.” 

While Mrs. Cole believes that selling is 90 
per cent display, in planning windows she 
thinks less of the direct selling effect than 
she does of the drama and imaginative quali- 
ties of the windows. Presenting merchandise 
so that it is glamorous and thrilling brings in 
an overpowering number of people from the 
street. “The less literal you can be, the better.” 





New Central Headquarters 
Opened by Valance Firm 


A new central headquarters for all mod- 
ern types of valances has been opened by the 
Isinglass Valance Company at 1 Union 
Square, New York City. The growing use of 
valances is apparent in various parts of the 
country as an appealing method of winning 
new business from the prospective buyer, ac- 
cording to the valance firm, adding that much 
interest is being shown by store owners and 
displaymen in such materials for this purpose 
as glass and Vitrauphanie, wood replicas, and 
cloth. Displaymen who wish more informa- 
tion on this phase of display are invited to 
send specifications of store fronts and 
windows. 





George E. Henry Joins 
Cleveland Firm 

George E. Henry has been appointed sales 
promotion manager for Designers for Indus- 
try, Inc., Cleveland, Ohio, according to an 
announcement by Chas. H. Oppenheimer, 
president. Henry’s headquarters are in the 
recently opened New York office, Interna- 
tional building, which is in charge of H. C. 
Gooding who was transferred from the Chi- 
cago office to become manager for the East- 
ern district. 





Hall's Drug Store Wins 
Pebeco Contest 

First prize in the recently concluded 
Pebeco window display contest, sponsored by 
the Lehn & Fink Products Corporation, was 
won by Hall’s Drug Store, Hopkinsville, 
Ky., with second place going to Larry ). 


Carriveau, National Pharmacy, Milwaukee, 
Wis. 





Joe Lombard Opens 
Own Business 


_Joe Lombard, Bond Clothing Company, 
Cincinnati, and former president of the 
Greater Cincinnati Display Club, has opened 
his own business in the form of an employ- 
ment agency. He will continue to handle dis- 
Play for Bond’s. 
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Cash Register to Tally 
Exposition Visitors 

The largest cash register in the world will 
record the number of millions of visitors to 
the Golden Gate International Exposition in 
1939, 

This was announced by the National Cash 
Register Company of Dayton, Ohio, which 
has signed a contract for 8,000 feet of out- 
side space on which the firm will erect its 
own building. At the top of the huge cash 
register, 60 feet high and 50 feet square, 
giant numerals will display the total admit- 
tance at the exposition. The tabulation will 
be changed every thirty minutes. At least 
20,000,000 admissions are expected. 

The mammoth register building will be 
situated on the exposition’s main promenade, 
between the Lake of All Nations and the 
amusement zone. In its lower level will be 
display windows showing the various products 
of the firm. At night the entire building will 
be lighted with a spectacular illumination 
system. 





Chicago Druggists Develop 
New Advertising Plan 


The Chicago Retail Druggists Association 
has developed a merchandising plan which 
should, according to its sponsor, put the in- 
dependent druggist in the Chicago area on a 
more equal footing with the chains, so far 
as advertising and window display tie-ups 
are concerned. 

The arrangement provides for a “concentra- 
tion week” each month, all members of the 
association stressing the same six seasonable 
products during that time. The merchandise 
will be featured in advertising in Chicago 
papers and over radio station WJJD. About 
350 window displays on the six products will 
be installed by professional display services 
as a further sales stimulator. 





Individuai Neograph Letters 
Now Available 

The Blockart Company, 132 West Four- 
teenth street, New York City, has announced 
that individual Neograph letters have now 
been made available. The letters are of a 
plastic material and can be had in complete 
electric signs, or may be used in frames 
without illumination, the letters picking up 
enough I’ght from window and store lights 
to glow brilliantly. 





Avery Joins 
National 

The National Process Company, New York 
City, has announced the addition of Herbert 
I. Avery to its sales staff. Avery has been 
sales manager for Nelke Sign Manufacturing 
Company, vice-president of Palmer Adver- 
tising Service, and more recently sales man- 
ager for Third Dimension Electrical Displays, 
Inc. 





Hecht Fixture Company 
Adds Northwest Outlet 


The Hecht Fixture Company, Chicago, II1., 
has added a new Northwest sales outlet, The 
Display Products Company, Portland, Ore. 
E. E. Foster, with many years of experience 
in the display field, will be in charge. 
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| “There’s a Reason” why 


| The Wise | 
_ Merchant and — 
Display Manager 


orders his decorative ma- 
! terials and display acces- 
sories from America’s 
largest decorative supply 


house. 


DISPLAY CENTER OF 
| PHILADELPHIA 


| “THERE’S A REASON” 

is the caption of a folder 
| recently issued by us and 
is of interest to everyone 
who has show windows 


and interiors to decorate. 


Write NOW for your 
copy . you'll find it 
worth (You 
will also receive our lat- 
est catalog of NEW dis- 
play materials and deco- 


reading. 


rative supplies, just off 


the press. ) 


Our rapidly growing bus- 
iness compels our re- 
moval to larger quarters, 
regarding which an- 
nouncement will appear 


in the next issue. 


DISPLAY CENTER OF 
PHILADELPHIA 


SAMUEL J. HANICK, Managing Director 


319 NORTH 11TH STREET 
PHILADELPHIA, PA. 
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Increasing Shoe Display bull 
With Special Features 





No one can spend very much time in the 
realm of shoe display without realizing that 
this particular kind of merchandise is a 
problem unto itself, and by no means an 


easy one. In fact, I have heard many sea- 
soned department store display experts say 
that they shudder when the time comes 
around to put in another shoe window. Far 
from being a discouraging bit of knowledge, 
this fact should spur the shoe merchant on 
to greater and greater effort to overcome 
all the besetting display problems which are 
associated with his kind of merchandise. 

Not the least of these problems, and a 
universal one I am sure, is the need for 
special features in a large, well-filled win- 
dow. Where many shoes are shown in an 
effort to give the customer a comprehensive 
idea of the whole line, there often occurs a 
kind of monotony and lack of excitement 
in the window. Because of this, the cus- 
tomer’s eye is unconsciously discouraged 
from seeking out the individual styles. 

To overcome this monotony, select one 
style that has some special interest, group 
several of this style together in a dramatic 
way—and the Customer will not only be at- 


—the first fixture combines in one piece the 
merchandise, the support for the shoes, and 
the feature card. Because of the extreme 
adaptability of this unit it can be used 
repeatedly without becoming monotonous. 
. « » The window card also has possibilities 
for novelty as is shown by the second illus- 
tration. A regular fixture was used for the 
shoes. The card was in gray, with white 
copy and brilliant silver foil. . . . The Gro- 
Flex unit points out three selling points 
clearly and simply— 


By HELEN G. SAVERY 


Melville Shoe Corporation, New York City 


tracted to this particular shoe but inevitably 
will be more attracted to the window as a 
whole. It is just good old common sense 
that tells us this is true. Consider a whole 
batch of plain muffins, for instance, lined up 
on your kitchen table. They might not whe: 
your appetite at all. But just let your cook 
put some frosting and a cherry on one of 
them, perhaps even going so far as to call 
it a “Martha Washington special’—and I'll 
het you’d pick it out from the batch of plain 
muffins with alacrity—and eat it! The same 
thing applies to shoes. Take a shoe with 
just a plain little bow on it—display it with 
a card reading “The Butterfly Bow’”—and it’s 
bound to increase the appeal and drawing 
power in that shoe. 


GREY CRASHES THE 
WINTER SE 
WITH NEW 
IMPORTANCE 





There are essentially only two fundamen- 
tal ways of featuring merchandise. One is 
through the use of a card, the other through 
the use of a platform unit or fixture. How- 
ever, there are so many possible variations 


of these two, or a combination of these two - 


that there is no limit to what can be done. 
For example, take the fixture in the first 
photograph. It is both a feature card and 
a feature unit all in one. This chromium 
and glass unit has several advantages: 

1. It combines, all in one piece, the mer- 
chandise, the support for the shoes, and the 
feature card. This close unity of merchandise 
and the copy describing it is of more im- 
portance than we realize. So many times 
one sees feature cards “floating” in shoe 
windows with a scattering of many different 
styles around them, making it very difficult 
to know just which style each card is re- 
ferring to. 


2. Another advantage, it is long-lived. 
Because of its extreme adaptability—and the 
possibilities for change of color and cards— 
it can be used indefinitely without growing 
tiresome. There is a large backing disc, not 
shown in the photo, which can be covered 
and recovered with fabric of varying colors. 
The small circle within the frame carries the 
feature card. A series of changeable cards 
covering several different styles to be fea- 
tured throughout a season may be supplied 
at one time and changed daily, weekly, or 
bi-weekly. Or instead of the fabric disc 
and the separate card, one large card can 
be used incorporating both the design back- 
ground and the style copy. 

3. Because it is long-lived, naturally the 
unit proves extremely economical since it is 
literally ten units in one. 

You may say, “It’s easy enough to change 
and adapt feature units, but what can you 
do with a card—after all, it can’t be any- 
thing but a card, can it?” Photo number 2 
answers the question. The “card” has side- 
wings just big enough to hide the regular 
shoe stand and support the card. The card 
is made just the right height so that the 
shoes on their regular fixture will appear 
through the hole. This gray card with its 
white copy and brilliant silver foil very 
successfully dramatized this pair of shoes 
and also the surrounding group of gray. 

I think it is interesting to note that often 
the very simplest kind of a unit is far more 
effective than all the fancy ones you could 
possibly concoct. For instance, the Gro-Flex 
unit which has three main points to bring 
out (extreme flexibility, detachable tongues, 
and that therefore they are ideal for growing 


oEXTREME 
FLEXIBILITY 


sDETACHABLE 
TONGUE 


IDEAL FOR 
GROWING FEET 
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APPROVED 
DISPLAY MATERIALS 





FOR 
SUMMER 
Tested by 
Every A COROCRAFT 
Standard PRODUCT 


... Quality, Originality, Results! 


Now featuring our Air Conditionad 
Icicle, Ocean Beach, Greensward, 
Summer Awnings, Sailboat and Sea 
and a number of other color com- 
binations for warm weather mer- 
chandising needs. 


You send a postcard! We send a catalog! 


WINDOW ADVERTISING, INC. 


NATIONAL SALES AGENTS 
ROOM 702 


175 Fifth Ave. New York 
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WINDOW DISPLAY 
CARD WRITING 


and ADVERTISING 
By Our 


HOME STUDY 
METHOD 


EASY PAYMENTS 
Write for Catalog 


THE KOESTER SCHOOL 


300 W. Adams Chicago 













REMINDER! 


Write today for your 
copy of my 
SILVER 

ANNIVERSARY 
CATALOG No. 20 
One hundred eighty 
pages of supplies for 
Displaymen, Artists, 
Show Card Writers, 
Sign Painters—contain- 
ing everything modern 
and helpful in mate- 
rials. Just a _ postal 
will bring your copy. 


Bert L. Daily 


122 E. Third Street 
DAYTON. OHIO 
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feet) does so with a surprising amount of 
efficiency and effectiveness. Very often, in a 
case like this, where purely physical facts 
about the shoes are to be emphasized, econ- 
omy of frills and decoration is a good idea. 
Probably no discussion of shoe features 


elie ne 


4 —White wire loops support the hose, 
while bright red and blue flower cups of 
metal, inside of which are rolled up stock- 

L E A R ey ings, provide colorful contrast to the 


merchandise— 


would be quite complete without something 
said about hosiery features as well. Cer- 
tainly, for display difficulties, hosiery runs a 
close second to its display companion, shoes. 
And certainly nowhere, except in department 
stores and the best specialty shops has hos- 
iery been adequately dealt with. The usual 
mass display of hosiery in the average shoe 
store window is not only an offense to the 
eye, but an injustice to the hosiery itself. 
When you stop to consider that the most 
appealing selling features of hosiery to be 
brought out are sheerness, delicacy, and 
beauty of texture, one can readily see how 
wrong it is to pile them in thick masses 
which can not help but make the hose look 
coarse and heavy. 

The hosiery unit illustrated is one sugges- 
tion for breaking up a mass display of hos- 
iery and for presenting it suggestively. The 
white wire loops supporting the hose are 
spaced carefully to just separate the several 
pairs while creating a light and seasonal 
design at the same time. The bright rose 
and blue metal flower cups, inside which 
are rolled up stockings, provide colorful 
contrast to the beige tones of the hose. All 
in all, it is light, airy, and shows the color 
and texture of the hose to its best advantage. 

Little feature units such as these are very 
easy to create and have executed. You can 
either have the fun of designing them and 
even making them yourself—or you can 
merely outline the idea and have a display 
house create and execute a finished design 
for you. They are, as we have already said, 
the frosting on your display cake which 
makes your whole display just that much 
more enticing and desirable to. your cus- 
tomer. They pay dividends. 























0% oNonand ang oy Oa 
“te a ' 19 06a n> 
Fron Ee , 
1 i 
i -t 
.% , clon = —— > 
ox: 
fog 
e } —_ 
i 
@Nia 
) 
= —_ o 


A SMOTHER OF FOAM! 
— and away they go 


@With flashing arms and foaming wake 
the swimmers fling themselves forward in 
a furious, racing crawl. In breathless ex- 
citement, the spectators watch the churn- 
ing figures battle to a thrilling finish. In 
nine activities out of ten, human interest 
is linked with action. Action gets attention 
—creates interest—adds glamour. Get 
action into your show window display 
with the PENDULUM POWER UNIT. 


You can use a Pendulum Power Unit in lots of 
ways for animating different displays. It can 
easily be adapted to give up, down, right, left, 
semicircular, and other types of motion suited to 
varying display needs. Costs very little to buy 
and less than a cent a day to operate. Write for 
illustrated descriptive folder. 


“Motion Sells More Goods” 
MOTION DISPLAYS Inc. 


27 RYERSON ST BROOKLYN. N.Y 
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Glamorous settings are indicated when 
planning a display for luxurious apparel. 
Rich silks, fine formal attire, or travel wear 
naturally require atmosphere to complement 
their good points and to increase their ap- 
peal. But for “back-to-school” merchandise 
it is a different story. The purchaser, 
usually a parent, is more concerned with 
the wearability of the garments, with their 
economy, and the like. The elaborate, heavily 
stylized background must give way to the 
type which has an air of “every day” about 
it. 


The exception, of course, is in promotions 
for the older boy or girl. Usually they either 
select the merchandise they want, or at least 
have a large part in deciding what will or 
will not be bought. Consequently it is pos- 
sible and desirable to emphasize the style- 
rightness, the novelty, and the probable stir 
the apparel will create on the college campus. 
Especially is this possible with feminine gar- 
ments, for the college girl wants clothing 
which will conform to the general style and 
still be outstanding enough to single her 
out. She is best enabled to visualize her- 
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Practical Displays Needed 
“For Back=to=-Schoor’ 


By EDGAR S. LIEBERMAN 
Rich's, Inc., Atlanta 


self in the-apparel through the medium of 
display of an appropriate nature. 

The: first type’might be illustrated by the 
two photographs on this page and the one 
at the top’of the next page. The first, one 
of a battéry following the same thought, 
used a simple background composed of a 
slate frame within which was enclosed a 
sketch showing a school, house. and children 
on their way to school. The merchandise 
was arranged on a low plateau, with three 
mannequins for the sides. Black cut-out 
letters in script were used on the _back- 
ground. 


The second display was by James Styles, 
The Hecht Company, Washington, D. C. 
Styles used a white venetian blind for the 
background, surmounted by a large ruler on 
top of which appeared cut-out figures of 
boys and girls. The five pert mannequins 
stood behind a small bench on which was 
placed blouses, sweaters, and other school 
clothing. Enormous reproductions of pens, 
pencils, and rulers were held by the manne- 
quins or slanted across the bench, while the 
window card read: “Get us ready for school 
in clothes from The Hecht Company.” 

The arrangement for the background of 
the display at the top of the following page 
followed the same plan as that for the first 
one discussed. The fabric was draped con- 
ventionally, the display being kept as simple 
as possible. 

More drama went into the next window, 
one for bags and gloves for the college 
girl. The background was composed of a 
section of a wall board “compass” with cut- 
out letters marking the different points. 
Bags were shown on stands at each side, 
the gloves being mounted on a sloping dis- 
player in the center. The names of various 
girls’ schools were scattered across the 
background, as were photographs of campus 
scenes from different colleges. This dis- 
play was also one used with good effect by 
Rich’s. 

James Styles worked out the window dis- 
play at the bottom of the next page. Ap- 
parel for the small boy or girl up to the 
high school student was shown before a 
background composed of a blackboard on 
which was written in chalk: “Buying school 
clothes at the Hecht Company is as simple 
as a-b-c!” 


—By Edgar S. Lieberman, Rich's, Atlanta, 
Ga., the display above had a simple back- 
ground of a slate frame which enclosed a 
sketch of a school house and children on 
their way to school. . . . James Styles, The 
Hecht Company, Washington, D. C., cre- 
ated the other window shown on this page— 
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Every Dispiay Equipment 
Organization exhibiting at 


Conventions, usually show 


their newest. 


OUR NEWEST 
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—This is another of a battery of displays used by Lieberman for a "back-to-school" theme. ; ; ee 
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THE HOUSE THAT ORIGINATES 
ALWAYS SOMETHING NEW FOR 
THE DISPLAY PROFESSION 














—Also by Lieberman, the window of bags and gloves for the college girl had a background 
formed by a wall board "compass" with the points marked in cut-out letters— 
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SILVESTRI ART MFG. CO. 
1222 W. MADISON, CHICAGO, ILL. 


: : MOORTGAT STUDIOS 
—James Styles created the display shown above, adding to the interest of the window by GLENSHAW, PA. 


squaring-off the plate glass. A blackboard formed the background— 
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Photographic 
MURALS 


BACKGROUNDS 
TRANSPARENCIES 


ANY SIZE 
LARGE OR SMALL 


FINEST QUALITY 
WRITE FOR COMPLETE 
PRICE LIST & INFORMATION 
CHICAGO OFFICE & SHOWROOM 
408 ASHLAND BLDG. 
155 No. CLARK St. 


MELOY BROS.,INC. 


STUDIO 
SHELBYVILLE, INDIANA 

















IBCOFOIL 


The NEW FOIL 
MOULDINGS 


We have enlarged our line to embrace the 
manufacture of a complete range of foil 
mouldings, in gold, silver and copper foil, 
both bright and satin finish. 


This will duplicate all of our chrome num- 
bers and also others to specification. 


Our new pyroxolin colors will make this 
the most comprehensive line of wood core 
mouldings manufactured anywhere. 





CIRCULARS AND PRICES 


DEALERS SEND 
ON REQUEST 


FOR DISCOUNTS 





BERLIN’S “IRBECO” 
CHROME MOULDING 


100 ATTRACTIVE STYLES 


100 


AND NEW FEATURES 









314V. 44th ST. new YORK CITY, 
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REAL CONVENTION IN STORE FOR 
l. A. D. M. DELEGATES 


[Continued from page 22] 


will be the midway of forty years ago. All 
guests must be in costume, and admittance 
is by ticket only, this being furnished upon 
registration. Six judges will award a prize 
of $50 cash for the best costume, with the 
runner-up receiving $25. 

Monday, August 2, 9:30 a. m., opening re- 
marks by Robert O. Johnson; 9:40, flag rais- 
ing, Commonwealth Edison drum and bugle 
corps; 10:00 a. m., invocation by Dr. John 
Thompson; 10:15, “Chicago Welcomes You,” 
by Mayor Kelly; 10:30, address by Glee R. 
Stocker, president, I. A. D. M.; 10:45, “The 
I. A. D. M. Forty Years Ago,” featuring 
Charles W. Morton, Weinstock Lubin & Co., 
Inc., Sacramento, Calif.; E. J. Berg, The 
Ray Schools, Chicago; Everett Quintrell, 
Elder & Johnston Company, Dayton, Ohio, 
and Mrs. Quintrell; 11:00 a. m., “Forty Years 
Ago and Today,” by J. F. Nickerson, Mer- 
chants Record; 11:15, “Selling the Idea,” by 
R. R. Cunningham, personnel director, La 
Salle Extension university, Chicago. 


R. O. Johnson will act as chairman for 
the Monday luncheon, the speaker for which 
is to be announced later. A circulation re- 
port on window display will be presented if 
the report is in readiness by that time. The 
luncheon is in honor of State street mer- 
chants and displaymen. The afternoon ses- 
sion will be brief, delegates convening at 
2:00 p. m. to listen to a talk on “What a 
display club will-do for you, your city, and 
display advertising,” by Miss Tina Marran- 
zano, National Capital Display Club, Wash- 
ington, D. C. Informal discussions will be 
given by Robert O. Johnson, Arthur: Gray, 
Lansburgh & Brother, Washington, D. C.; 
Ray Samuel, Pacific Power & Light Com- 
pany, Yakima, Wash.; Erwin Hiffman, and 
John R. A. de Jung, Peoria, IIl. 

Monday evening has been left open to. per- 
mit visiting displaymen to inspect State street 
windows especially decorated in honor of the 
convention. Among the stores which will have 
special windows are Marshall Field & Co., 
Charles A. Stevens, Mandel Brothers, Carson 
Pirie Scott & Co., The Boston Store, The 
Fair Store, Commonwealth Edison Company, 
Peoples Gas, Light & Coke Company, Bask- 
in’s, The Hub, Peacock Jewelry Company, 
and Sears, Roebuck & Co. 


One of the features of the convention will 
be presented on Tuesday morning when 
Zenn Kaufmann, co-author of “Showmanship 
in Business,” will deliver an address. Kauf- 
mann is nationally known as a speaker on 
putting punch into merchandising and _ his 
talk should be one which will attract a rec- 
ord crowd. The Tuesday meeting will con- 
vene at 9:30 and will be under the chair- 
manship of Erwin Hiffman. Kaufmann will 
be followed on the program by Arthur Tat- 
ham, advertising manager, Bauer & Black, 
Chicago, and by W. C. Hendricks, adver- 
tising manager, Certain-teed Corporation. 
Arrangements have been made through the 
courtesy of J. R. Ozanne, merchandising 
council of the Merchandise Mart, for I. A. 
D. M. visitors to spend Tuesday afternoon 
in viewing special displays at the Mart. 

Dinner will be served at the Medinah Ath- 
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letic Club Tuesday evening, and delegates 
are requestd to secure tickets from the con- 
vention committee either Sunday or Monday 
so that reservations can be made. The 
“splash party” to follow was _ originally 
scheduled for the Lake Shore Athletic Club, 
but has been changed to the Medinah club 
instead. An excellent floor show has been 
planned, ending with a swimming party. 
Delegates are advised to bring their own 
bathing suits. 

Carl V. Haecker, Montgomery Ward & 
Company, Chicago, will be chairman for the 
Wednesday morning meeting, scheduled to 
get under way at 9:30. At 10:00 a. m. Arthur 
Brayton, Marshall Field & Co., will speak on 
“Streamline Displays for 1937-38,” followed 
at 10:30 by Homer Buckley, president, Buck- 
ley, Dement & Co., Chicago, who will discuss 
“Developing the Right Mental Attitude.” 
James Ketch, General Electric Company, 
Cleveland, Ohio, will speak at 11:00 a. m. 
on “Three Second Selling.” At 11:45 a talk 
will be given by Roy Samuel, Pacific Power 
& Light Company, Yakima, Wash., 1937 con- 
vention director for the Pacific Coast Asso- 
ciation of Display Men. Samuel's talk will 
be followed by an address by John R. A. 
de Jung, Peoria Dry Goods. Company, 
Peoria, Ill. 

The noon luncheon will be in the form of 
a round-table discussion under the chair- 
manship of Robert O. Johnson. The follow- 
ing are listed as table chairmen: Gas appli- 
ances, Harry Swenson, Peoples Gas, Light 
& Coke Company, Chicago; electric appli- 
ances, Gilbert Brown; men’s wear, George 
Bailey, Bond Clothing Company, Chicago; 
department store, William Arinow, Shillito’s, 
Cincinnati; hardware, Carl Haecker; na- 
tional advertising, Frederick L. Wertz, Win- 
dow Advertising; Inc., New York City, and 
Sol Fisher, Fisher Display Company, Chi- 
cago; ladies’ shoes, F. E. Whitelam, R. H. 
Fyfe Company, Detroit; men’s shoes, O. W. 
Bennett, Kolliner’s Stillwater, Minn.; jew- 
elry and special displays, Richard A. Staines; 
furniture, J. R. Stewart. 

Display department organization and con- 
trol, James Styles, The Hecht Company, 
Washington, D. C., and Howard Oehler, 
Wieboldt Stores, Chicago; show cards, Nor- 
man L. Cook, Kaufmann Fabry Company, 
Chicago; jewelry and accessories, Sidney 
Ring, Saks-Fifth Avenue, New York City; 
intinerant displays, W. L. Stensgaard, W. L. 
Stensgaard & -Associates, Inc., Chicago: 
men’s sport wear, Ed Sherman, Kennedy 
Clothing Company, Boston. 

Wednesday afternoon at 3:00 p. m. the 
election of officers will take place, Syl U. 
Reiser, managing director of the association, 
presiding. The annual banquet and dance will 
be held in the grand ball room, Hotel Sher- 
man, Wednesday night, with the featured 
event being a period costume parade by Les- 
ter’s Ltd., Chicago. Announcement of the 
results of the photograph contest will be made 
at the banquet. 

Entertainment will be provided by the 
Women’s Auxiliary of the I. A. D. M. for 
visiting feminine delegates. 

The registration fee for the 1937 conven- 
tion is to be $1 each, regardless of whether 
the delegate is a member of the International 
Association of Display Men or:not. The ban- 
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JOBBERS... 


Will See You—Aug. Ist to 5th 
at the 
Chicago 
|. A. D. M. Convention 
Hotel Sherman 


at our BOOTH No. 29 


With Our New Complete Line of 
Fall Mannequins for the 


Jobbers' Trade 


For the convenience of the jobbers of the 
West and Central States, we will talk over 
the matter of our distribution. 


WE WILL WELCOME YOUR VISIT 


FELIX MASSO 


215 West 20th St. New York City 

































































The Fountain Air Brush 


The AirBrush of the Particular Artist 





The World’s Standard Air Brush for 
Over 40 Years 
Easy to handle and keep in order. 
Send for Catalog No. 52D 


THAYER & CHANDLER 
910 W. Van Buren St. Chicago, IIl. 














MODERN MANNEQUINS 
FABRICS--FORMS--STANDS 


And a Very Complete Line of Display Equipment 
Naythons Display Fixture Co. 

205 N. 13th St. Philadelphia, Pa. 

Complete Service Thru this Territory and the South 








PHOTOGRAPHIC ENLARGEMENTS 


BLOWUPS 


From photographs or printed matter. For window 
and counter display. Mounted or unmounted. 


NEW YORK SOLAR PRINT CO. 


Since 1907 


3% Cooper Square New York City 
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quet tickets will be sold apart from the reg- 
istration at a price of $2.50 each. 

Much credit is deserved by the members 
of the Chicago Display Club who have 
worked tirelessly in order to make the con- 
vention a success. R. O. Johnson was assisted 
by Howard C. Oehler, Wieboldt Stores. 
Those who served as chairmen of the dif- 
ferent committees are listed as follows, with 
their first assistants: convention exhibits, 
E. J. Berg and L. J. Dwiggins; publicity, 
Carl V. Haecker and Samuel Himmelfarb; 
entertainment, Paul L. Wertz, The Fair 
Store, and J. W. Campbell; decorations and 
special equipment, R. R. Jericho, The Boston 
Store, and Clyde Downer, Hassel’s Shoe 
Store; photograph contest, Dallas L. Schultz, 
United Manufacturers’ Mart, and Art Miller, 
Display & Exhibits, Inc.; registration, John 
Polari, Charles A. Stevens & Co., and George 
Gottlieb, Greggory’s, Inc.; Chicago manufac- 
turers’ committee and representative of manu- 
facturers’ group, Joseph I. Adler, Adler- 
Jones Company, and Max Mayer; utilities 
division, Gilbert Brown and Harry Swenson. 





Wall Board Tubes 
Find Favor 

Speedily springing into great popularity 
in window display work is the method of 
high-lighting merchandise through the use 
of tubes suspended in the window and flood- 
ing an individual display through the use of 
a powerful spotlight concealed in the tube. 
This method of focusing attention on special 
merchandise has recently been used effectively 
in many principal cities. An example is shown 
on page 24. 

Check-ups by displaymen in various stores 
have shown, through tests by presenting the 
same merchandise with and without the tubu- 
lar illumination, in many cases as high as four 
to one increase in sales with the use of the 
cylinders. 

The use of wall board tubes to obtain 
novel effects with a minimum of construction 
labor in window backgrounds, display units, 
and departments has been very gratifying to 
the distributors, Mutual Sales & Manufac- 
turing Company, Cleveland, Oh‘o. Their easy 
adaptability in display work where cylindrical 
effects are desired is greatly aided by the 
fact that they come in a great range of diam- 
eter sizes. They are also available in half- 
tubes and quarter-tubes. 





Annual Silk Parade Set 
For September 20 

The annual Silk Parade will take place the 
week of September 20, the International Silk 
Guild has announced. Quality silk merchan- 
dise for profits and prestige will be the 
timely theme of the promotion which will 
be carried to the consumers of the country 
through the active participation of leading 
stores. 





New Service For 
Interior Display 

Adapted Individual Designs, 1261 Broad- 
way, New York City, has been formed to 
draw up original. plans for small temporary 
shops or departments, or for display settings 
or window backgrounds. 
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GOOD NEWS! 


for Displaymen and 
Window Trimmers 


You Can Save 
25% to 50% on 


Ce iti 








enaie 


PRECISION MADE AND 
GUARANTEED TO FIT AND 
OPERATE SATISFACTORILY IN 
No. 3 and No. 4 
COMPRESSION TACKERS 


If Not Entirely Satisfied 
Your Money Refunded 


WRITE OR WIRE US 
FOR QUOTATIONS 


Standard Steel & Staple Co. 


1107 BROADWAY NEW YORK 








Headquarters For 
Seasonal Display Specialties 


WHITE CAPS—For Ocean Wave Effects. 12” 
w de, 25 ft. rolls, per roll, 75c. 
PICKET FENCE—PK-01. Made of sturdy white 
corrugated, 20 ft. rolls, per roll, $3.00. PK-02, 
per roll, $2.45. 
ICICLE VALANCE—PK-03, “IT’S COOL IN- 
SIDE.” PK-04, “AIR CONDITIONED.”  Slo- 
gan die-cut into valance every 50”. 6 repeats 
to the roll, 25 ft. rolls, per roll, $2.75. 
FACOEDGE—Corobuff edging in 7 colors. Ideal 
for backgrounds, panels, shelf edges. 25 ft. 
rolls, per roll, 35c. 

Write for descriptive literature 


DIS-PLAY-WELL, INC. 


23 East 22nd St. New York City 














STORE FRONT LIGHTING 


Use Day-Glow Reflectors for better show 
window lighting, 200 watt size, 914” diameter, 
Triple Copper-Back Silvering. 


Ail first quality. Save % to 4%. For full 


details write Department D. 


DAY GLOW REFLECTOR CO. 


332 E. Town St. Columbus. Ohio 














ePlease Mention DISPLAY WORLD 
When Writing Advettisers 
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LATEST DISPLAY METHODS 
TAUGHT BY LEADING NEW 
YORK DISPLAY EXPERTS 


Faculty selected on basis of per- 
formance and success in display. 
Unique training in creative thinking, 
use of design and color, display 
materials and construction methods. 
Basic training and specialized prac- 
tice in Men's Wear, Women's Wear, 
etc. Day and evening classes start 
Sept. 20. Graduates employed by 
leading department stores, specialty 
shops, manufacturers, chains, dis- 
play companies. Many nationally- 
known companies provide our train- 
ing for promising employees. Visit 
or write for full information. 


NEW YORK SCHOOL OF DISPLAY 
Polly Pettit, Director 
NINE ROCKEFELLER PLAZA, NEW YORK 











“THE SLEEVE FORM of a Hundred Shapes” 
(Patent No. 1,808,459) 









SLEEVE’ FORM COAT FORMS 
designed by 
A COAT FORM ree ml 


A BASE 
A TURNTABLE 


A slot is provided 
on shoulder of 
Coat Form to slip 
Sleeve Form tab 
into slot, giving a 
Boys’ and Wom- perfect shoulder to 
en’s wear display. # garment displayed. 


Goodman Flexible Sleeve Form Co., Mirs. 


217 West 125th St., New York, N. Y. 
DISTRIBU*ORS WANT _D 


4 most raodern cre- 
ations for Men’s, 












DISPLAY MEN WISE 
MODERNIZE 


Show windows can now be streamlined 
at so little cost. Modern ingenuity has 
devised decorative panels, name boards 
and Valances of Wood, Cloth, Fibre 
Boards, Glass and Vitrauphanie to meet 
every requirement of attractiveness, good 
taste and limited budget. Put your prob- 
lems up to us, or send us your specifica- 
tions and be assured of practical sugges- 
tions and 100% display materials. Write 
us TODAY. 


Isinglass Valance Company 
1 UNION SQUARE NEW YORK CITY 
































CUT-OUT LETTERS for DISPLAY WORK 


3/32 to 1 inch or more in thickness 
IN MANY BEAUTIFUL FINISHES 


Cor LI More Beautiful 
ONLIN 


and Less Expen- 


sive than Hand 
Cut Letters. 
Write for Samples and Price List 
Display & Sign Materials 
BRIDGEPORT, CONNECTICUT 
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Summertime Slump Season’ 
Is With Us Again 


By D. P. MOORE, JR. 
J. C. Penney Co., Inc., Houston 


Here’s the chance that comes once a year. 
Are you among those who complain that 
they have never had the opportunity to show 
what they could do? That your lights are 
hidden under a bushel? That you are born 
to blush unseen and waste your fragrance 
on the desert air? Again this is the dis- 
playman’s chance to put on a one-man show 
right under the eyes of the men who can do 
you the most good! 

Physicists tell us that a feather which 
descends in a rather leisurely fashion when 
dropped under normal conditions will have 
its speed appreciably accelerated when 
dropped in a vacuum; also that a silhouette 
which is barely visible against a black back- 
ground stands out most effectively against 
a white one. In other words, the individual 
performance of the feather or silhouette be- 
comes more accentuated and noticeable. 

This elementary principle of physics is 
brought to your attention, not to fill space 
in idle speculation, but to give you a valu- 
able tip-off on how to improve your status 
in your field. 


—A window display for straw hats as used 
by D. P. Moore, Jr., for the J. C. Penney 
Company, Inc., Houston, is shown below. 
The background was constructed of wall 
board in the form of angled skyscrapers 
surmounted by a big straw hat bearing on 
its band the wording: "Top of the Town." 
The slogan was a tie-in with the motion 
picture of the same name and scenes from 
the play adorned panels at each side of the 
window. Suit forms were placed in recesses 
illuminated from above. As a_ further 
method of drawing attention to the window, 
Moore used the "broken glass" idea by cut- 
ting two straw hats in two and gluing them 
onto the plate glass so that half of each 
hat was on the outside. "Cracks" were 
drawn on the glass, radiating from the hats— 





During normal times when business j; 


good, the individual performances of dis. | 


playmen and advertising men are compara. 
tively difficult to gauge. Of course, in the 
long run, consistent capability will always 


stand out, as will consistent incompetence. 4 
However, with the public regularly attend. § 


ing in good numbers, as 


they do when | 


business is good, it is sometimes hard to [ 
decide just what part of a day’s receipts § 


can be attributed to routine patronage, and 
for what part of the receipts the resource. 


fulness and originality of the displayman or | 


advertising man are directly responsible. 
The minute business drops off, whether 


saa? 


ores 


because of natural seasonal slumps or local | 
conditions, the individual performances of | 


the display manager and advertising man- 
ager begin to stand out in clear, well- 
defined outlines. If business still continues 
to show a regular profit at such a time, it 
is evident that the consistent business is 
due to the efforts of display and advertising. 
Conversely, if business drops and remains at 


Re, 


a low ebb at such periods, barring a few 


exceptional cases, the spotlight becomes fo- 
cused on the deficiencies of the display and 
advertising managers. 


It is needless to go into such scrutiny : 
under the said spotlight, because everyone [ 
is well acquainted with the results of un- § 


tiring efforts. 





U. S. Displaymen Visit 
Paris Exposition 


Among American displaymen who recently } 


visited the Paris Exposition were Winthrop § 


B. Frye, Filene’s, Bostcn, Mass.; G. A. Ros- 
enberg, Abraham & Straus, New York City; 
and C. F. Wendell, J. L. Hudson Company, 
Detroit, Mich. 
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[Metal Ornaments for Displays 


Entirely New—Most Effective 
and Beautiful 


Flowers, Sprays, Wreaths, Rosettes, Stars, 
Sunbursts, Embossed | Figures and Scenes. 
Done in Sheet Metal in colors of Silver, Gold, 
Red, Blue, Green, Orchid and numerous pastel 


shades. 


Motifs and Colors Suited 
To All Seasons 


Write for Illustrations and Prices 


KRISTEL-KROME COMPANY 





1462 San Bruno Ave. San Francisco, Calif. 




















EXCLUSIVE NON-SPECULATIVE 
SALES FRANCHISE AVAILABLE 


Responsible individual or company that can 
satisfy us to carry on; can secure valuable 
sales franchise of display and advertising 
character propositions. A factory at your 
disposal manufacturing outstanding mirror 
signs in beautiful colors, letters of several 
descriptions; also signs with interchange- 
able letters, etc. Products of distinction in 
varied and diversified creations. Write us 
fully. 


Sculpto-ART Incorporated 


100 East 42nd St. _. New York, N. Y. 
We Invite Inquiries for Exclu- 
sive Territory Representation. 

















GET Facts ON 
VALANCE IDEA 


not be _ plan- 
ning on valances_ this 
very moment. Sooner or 
later you will be in the 
market, and you should 
have information on file 
about Windowphanie for 
Valances. You can save 
a lot of money, get unique and atractive val- 
ances ... that won’t break or collect dust. If 
you need valances immediately, that is all the 
more reason why you should write for free 
samples and catalogue. 


D. W. MALZ, 65 Fifth Ave., New York City 





You may 

















TURNTABLES 


New Multi-Stop Turntables 
stops. 


5 Ibs. to 1,000 Ibs. 


CHARACTER DISPLAY CO. 


Mfrs. of the World’s Largest Mechanical 
3249 N. Lakewood Ave., Chicago, Ill. 


( ‘ with three or more 
Made in several sizes to carry loads from 


Books 








“Serving the Display Profession” 
Distinctive Display Equipment and Novelties 


NAT SIEGEL 


38 W. 38th Street New York City 
Telephone: Wisconsin 7-4887 








WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 
314 N. Eutaw St. Baltimore, Md. 








Background Displays Built To Your Sketch 
Also 
SCROLL & FILIGREE CUT OUTS 


CATALIN, WOOD, | Cut Outs for the Dept. 
CARDBOARD Store and Silk Screen 
LETTERS Process Industry. 





American Display & Novelty Co. 


133 West 24th St., Dept. D. 7, New York, N. Y. 
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Creator of New Line 


Of Mannequins 

Below is shown the photograph of Mrs. 
Elsa Profita, creator of the new line of 
dramatic mannequins for Standard Fixture, 
Inc., Dallas, Texas, which will be exhibited 
by special appointment at the International 





Elsa Profita 


Association of Display Men, Hotel Sherman, 
Chicago, August 1-5. The June issue of DIS- 
PLAY WORLD, in = announcing Mrs. 
Profita’s association with Standard, included 
one of those unexplainable errors which drive 
editors (willingly) to drink. Mrs. Profita in 
private life is the wife of Anthony Profita, 
for many years right-hand man to Irwin Cul- 
ver, and definitely is not married to Culver 
as was inadvertently stated. DISPLAY 
WORLD regrets the mistake and is glad to 
make the correction with apologies to all 
concerned. 

The new line of mannequins to be intro- 
duced at the convention by Standard Fixture, 
Inc, is said by those who have had the 
privilege of an advance showing to be out- 
standing in its ability to display apparel and 
to dramatize displays. 


New Reflector 
Makes Bow 


A new reflector for display window light- 
ing is being manufactured by the Day-Glow 
Reflector Company, 332 East Town street, 
Columbus, Ohio. This reflector is made of 
crystal-clear glass, and is 9 inches in diam- 
eter, with triple copper-back silvering. 

The back is further protected and beauti- 
fied by two additional layers of heat-resisting 
aluminum lining. Flush ceiling ring | for 
mounting the reflector concealed above the 
ceiling can be furnished by the manufacturer. 
Ease of installation and low cost, made pos- 
sible because the firm depends entirely on 
mail order selling and volume production, are 
said to be advantages of the new reflector. 





Weber, Mabley & Carew, 
Becomes Superintendent 

John F. Weber, for the past forty-two 
years with Mabley & Carew, Cincinnati, 
Ohio, has been promoted from display direc- 
tor to the post of general store superintend- 
ent. The appointment is especially gratifying 
to his many friends in the display field who 
have long been acquainted with his ability 
and splendid personal characteristics. His first 
assistant in the display department, Delmar 
F. Heizer, replaces him as display manager. 
Heizer has been Weber’s assistant for the past 
sixteen years. 















REFRESHING SUMMER 
DISPLAY ITEMS 
NALCO SURF PANORAMA— 


48 in. high, 25 ft. long, in roll form, 
made on a strong grade 4 Ply flexible 
card-board. On-Coming Surf and Sky 
Design; Realistic Blue, Green and 
White color combination. 


NALCO SANDSCAPE — 
(PAPER) 

26 in. wide, 25 ft. long, in roll form, 

showing Natural Beach and Shells; 

Realistic Sand Coloring. 


NALCO GRASSCAPE — 


(PAPER) 
26 in. wide, 25 ft. long, in roll form, 
showing Natural Grass Lawn Effect; 


Bright Green Color. 


Now in Preparation 
Fall, Winter and Christmas Items 





ER AICO incorsonates 





CHROME 
DISPLAY 
HANDS 
$1.50 each 


Ideal for displaying 
gloves, jewelry, and 
miscellaneous acces- 
sories. May be used 
facing in either di- 
rection. Two styles 
available. Approxi- 
mately 914” high, 914” 
wide, and %” i 
Used by such distinctive stores as Wanamaker, 
Saks. Gimbel, Bloomingdale, Peck & Peck, 
Strawbridge & Clothier, and hundreds of others. 








An extraordinary new product! 


Chrome “Inlay” Metal Moulding 


. 

Made of genuine chrome plated metal. It lays 
perfectly flat and looks like rich “inlay.” En- 
tirely different from any other type of moulding. 
Can be bent around pillars, posts, ete. Can be 
nailed, glued, stapled, or thumb-tacked. At- 
taches easily to wood, glass, metal, and Bake- 
lite. Now used by many of the country’s lead- 
ing display specialists. 





P. S. We also manufacture “3rd Dimension” 
chrome plated cut-out letters; chrome plated 
dress and blouse displayors, and Neograph 


luminous plastic letters. 





132 W. 14TH ST. 
NEW YORK, N. Y. 


BLOCKART 
























You spend good 
money for adver- 
tising cutouts er 


ARDBOARD 
.» EASELS 325, 2% 


is economy to use the Stand Pat Easel, with 
special lock feature which insures it against fall- 
ing down and relieves the strain the ordinary 
easel encounters. The Stand Pat Easel will out- 
live your display card. Write for samples today. 


Stand Pat Easel Corp., 66-72 Canal St., Lyons, N.Y. 











Academy- Display 
8 WEEK INTENSIVE COURSE IN 
WINDOW AND INTERIOR DISPLAY 


Individual, practical instruction; 
faculty of display experts; complete 
display equipment. Start any time. 


SEND FOR CATALOGUE N 


8 Eact 41st Street New York, N. Y. 
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Surprising Acceptance 
For Display Board 

‘ An unusual amount of approval has been 
shown by the display field in Buttress Board 
since it was introduced a relatively short time 
ago, according to Charles F. Johnson, national 





—Created by William V. Crow, Los Angeles 
Music Company, Los Angeles, Calif., this 
attractive display used blue Buttress Board 
for the background sides. Dark blue cello- 
phane was placed behind the windows— 


distributor, 810 S. Spring building, Los An- 
geles, Calif. Re-orders have been mounting 
steadily, and the board is being used con- 


DISPLAY WORLD 


sistently by many of the largest firms in the 
country. Orders have also been received from 
seyeral foreign countries. 

Fabricated of heavy, tough paper, the 
board stands alone and requires no support 
or framework; it can be painted or decorated 
by any method, it is said, and re-used many 
times. 

Application of Buttress Board to window 
display is shown by the accompanying photo- 
graph of a display of a Winter console piano. 
The display was created by William V. Crow, 
Los Angeles Music Company, as a wedding 
gift suggestion for the June bride. Blue 
Buttress Board formed the sides of the back- 
ground. The roping was white, the floor be- 
ing covered with white crushed plush. Cut- 
out letters of the push-on type were used on 
the background. Dark blue cellophane was 
placed behind the windows. 





"File Social Security Returns," 
Warns Commissioner 


Delinquent employers of window trimmers 
are advised by Commissioner of Internal 
Revenue Guy T. Helvering to make immedi- 
ate tax returns as required under the provi- 
sions of Titles VIII and IX of the Social 
Security Act to avoid further payment of 
drastic penalties which are now accruing. 

Commissioner Helvering pointed out that 
every person employed as a window dresser 
comes under the provisions of Title VIII, 
which imposes an income tax on the wages 
of every taxable individual and an excise tax 
on the pay roll of every employer of one or 
more. This tax.is payable monthly at the 
office of the Collector of Internal Revenue. 
The present rate for employer and employee 




















OPPORTUNITY EXCHANGE 




















FOR SALE 


4 Messmore Damon electrical me- 
chanical pieces — Clown, Banjo 
Player, etc. Make attractive dis- 
play. Act at once. 


BRAGER-EISENBERG, INC. 
Baltimore, Maryland 


A Bargain for the Store That 
Wants a Clever Christmas Trim 


Used Mickey Mouse Decorations for In- 
terior and Windows. Priced at a fraction 
of the original cost. Act Quickly. . . 


Photos will be sent at your request. 


E. ENGLE 


F. & R. Lazarus & Co. Columbus, Ohio 





















DISPLAYMAN WANTED 


Department store in a mid-western town, 75,000, 
requires the services of a top-notch display man. 
He must be expert in the installation of “‘sell- 
ing” windows ... and an artist in the making 
of display cards. This is no job for an ama- 
teur . .. must be equally proficient in both. 
Tell us why you think you are qualified to in- 
stall, day after day ... dynamic, interesting, 
action-compelling windows . . . that will be the 
talk of the town. Your letter will be treated 
in the strictest confidence. 


Address “C. R.” 


Care DISPLAY WORLD 











USE THE 


OPPORTUNITY 
EXCHANGE 


For any WANT AD purpose: 
POSITION WANTED 
POSITION VACANT 
DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 


$2.00 Per Column Inch 
CASH WITH ORDER 
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alike is 1 per cent of the taxable wages paig | 


and received. 

Under Title IX of the Act, employers 0; 
eight or more persons must pay an excise 
tax on their annual pay roll. This tax wen 
into effect on January 1, 1936, and tax pay. 
ments were due from the employers, and 


the employers alone, at the office of the Col. f 


lector of Internal Revenue on the first of this 
year. This tax is payable annually, although 
the employer may elect to pay it in regular 
quarterly installments. 

The employer is held responsible for. the 
collection of his employee’s tax under Title 
VIII, the commissioner explains, and is re. 
quired to collect it when the wages are paid 
the employee whether it be weekly or seni. 
monthly. Once the employer makes the | 
per cent deduction from the employee's pay, 
he becomes the custodian of federal funds 
and must account for them to the Bureau of 
Internal Revenue. 


This is done, Helvering said, when the : 


employer makes out Treasury form SS-1, 
which, accompanied by the employee-employer 
tax, is filed during the month directly follow- 
ing the month in which the taxes were col- 
lected. All tax payments must ke made at 
the office of the Collector of Internal Rey- 
enue in the district in which the employer's 
place of business is located. 

Penalties for delinquencies are levied 
against the employer, not the employee, the 
commissioner pointed out, and range from 
5 per cent to 25 per cent of the tax due, 
depending on the period of delinquency. 
Criminal action may be taken against those 
who willfully refuse to pay their taxes. 

The employers of one or more are also 
required to file Treasury forms 33-2 and 
SS-2a. Both are informational forms and 
must be filed at collectors’ offices not later 
than July 31, covering the first six months of 
the year. After that they are to be filed at 
regular quarterly intervals. Form SS-2 will 
show all the taxable wages paid to all em- 
ployees and SS-2a the taxable wages paid 
each employee. 

Participation in a state unemployment com- 
pensation fund, approved by the Social Se- 
curity Board, does not exempt employers 
from the excise tax under Title IX. Nor does 
the fact that there is no state unemployment 
compensation fund relieve the employer of 
his federal tax payments. In _ those states 
where an unemployment compensation fund 
has been approved, deductions up to 90 per 
cent of the federal tax are allowed the em- 
ployer who has already paid his state tax. 
These deductions are not allowed unless the 
state tax has been pa‘d. 

This tax is due in full from all employers 
in states having no approved fund. The rate 
for 1936 was 1 per cent of the total annual 
pay roll containing eight or more employees, 
and for 1937 it is 2 per cent. The rate im 
creases to 3 per cent in 1938 when it reaches 
its maximum. The annual returns are made 
on Treasury form 940. 

An employer who employs eight or mofe 
persons on each of twenty calendar days dur- 
ing a calendar year, each day being in a dif- 
ferent calendar week, is liable to the taX. 
The same persons do not have to be employed 
during that period, nor do the hours of em 
ployment have to be the same. 


Jul 


Sy cnet } 


ry 








937 


aid | 


of 
Cise 
ent 


and 
‘ol- F 
this 


ilar 


ay, 
nds 
of 


the f 
5-1, 
yer 


pe 
& 
4 
> 


col- 
at 


er’s 


red 
the 


ers 
ate 
ual 


eS, 


hes 
ade 












July, 1937 





isPlay 
a raed 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be giad to supply the latest authentic informa- 
tion about anything in the display line in 
which you are interested. If you do not find 
your needs listed on this blank, write a sepa- 
rate letter. If we do not have the information 
you want on file, we'll find out for you. Avail 
yourself of our service facilities without cost 
or obligation. This service includes an analysis 
of any display problem. 


( Air Brushes 

[) Airpainting Equipment 
(1 Animated Signs 

(] Artificial Flowers 

(] Artificial Snow 

(| Backgrounds 

(] Background Coverings 
([] Booths, Floats and Exhibits 
[] Brushes and Pens 

{[] Card & Mat Board 

(] Cardwriters’ Materials 
(] Color Lighting 

[] Crepe Papers 

|] Cut-out Letters 

[] Cutting Machines 

[] Decorative Papers 

[] Decalcomania 

[] Display Furniture 

[] Display Forms 

[] Display Racks 

[] Drawing Boards 

[] Enlarging Projectors 
(] Fabrics and Trimmings 
Fixtures 

Flags and Banners 

[] Foils 

|] Fountains 

[}] Grass Mats 

[] Invisible Glass 

[] Lacquering Outfits 

[] Lamp Coloring 

|] Lithographed Displays 
Mannequins 
Mouldings 

Metal Sheets 
Millinery Heads 
Motion Displays 
Motion Mechanisms 
Natural Foliage 
Pageants & Exhibits 
Plaques (Window) 
Papier Mache Specialties 
Photographic Blowups 
Plastic and Composition Pieces 
Price Cards—Tickets 
Price Ticket Holders 
Sale Banners 
Socks—Window 

Show Cards 

Show Cases 

Show Case Lighting 
Signs—Card Holders 
Signs—Brass—Bronze 
Signs—Electric 

Sleeve Forms 

(1 Stencil Outfits 

(] Stock Posters 

CL] Store Designing 

[) Store Fronts 

() Tackers 

[] Time Switches 

[] Turntables 

[} Valances 

[] Wall Board 

[] Window Drapes 

[] Window Lighting 

[] Wood Carvings 


[J Do you wish a copy of their catalogue ? 
J Do you plan to remodel your store soon? 
(] Do you plan to build a store soon? 


MAIL TO 


DISPLAY WORLD 


CINCINNATI, OHIO 
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DISPLAY WORLD 


Everything For your 


Sa FALL DISPLAYS 


Dennison's Fall line of decorating 
materials will make your displays 
real 
your merchandise the type of set- 
ting which will enable it to sell 
itself. 





Harvest : \ 
Scene _ 
Panei 
No. 113 M ia 


47 


attention-getters and give 


SEND FOR CATALOGUE 


A new Fall catalogue is 
now ready. It illustrates and 
describes the many new 
items — panels, cut-outs, 
valances — everything you 
will need. Send for your 
copy today. Dennison ' 
Manufacturing Company, i | 
Framingham, Mass. 


Yae — Decorating Materials 





Inexpensive Animation 
For the Display 

Properly timed and cycled lights can serve 
to illuminate lettering, sign panels, shadow 
boxes, spot lights and so on, changing an 
otherwise static display into a dynamic dis- 
play, with simple and inexpensive unit flash- 
ers now available. They require no wiring or 
mounting. 

Each unit, neatly molded in Bakelite, con- 
tains socket, timing knob and grouping 
switch, as well as prongs and jacks for con- 
nections. The units are simply pushed to- 
gether to couple them mechanically and elec- 
trically. Connecting cords serve to connect 
detached units or groups. 

The first unit of a given string connects 
with the nearest AC or DC outlet, whereupon 
the first unit bulb flashes on, followed by the 
second, third, and so on. When all bulbs 
are on for a few moments, the string ex- 
tinguishes, and the cycle begins again. The 
timing interval from one unit to the next 
may be made faster or slower by turning the 
timing knobs of the units. Also, two or more 
bulbs may be flashed on simultaneously, by 
throwing the grouping switches to the right. 
The on-and-off action not only provides 
greater attention value, but it also cuts cur- 
rent cost by half or more, according to the 
Beshee Products Company, Trenton, N. J., 
which is offering the device to the display 
field. 





Life Features 
Mannequin 

A Saks-Fifth Avenue mannequin was fea- 
tured on the cover of Life for July 9, and 
two pages were devoted by the magazine to 
showing steps in “making up” a mannequin 
before using it in a display. Saks-Fifth 
Avenue used a newspaper advertisement to 
call attention to the occurrence, showing in 
the ad a picture of Sidney Ring, display 
director, supervising the dressing of the 
figure. 











ATTRACTIVE & EFFECTIVE 


FALL PANEL 











VISIT OUR BOOTH 
at the I. A. D. M. Convention 
or write for illustrated circular 


Excelsior Paper Specialties Co., Inc. 
640 W. 57th St. New York City 















Courses in Window & Store Dis- 
play @ Merchandising Ideas @ 
Color @ Background Design @ 
Show Card Writing @ Ad- 
vertising Copy and Layout © 


THE RAY SCHOOLS o CHICAGO 


Dept. DW, 116 S. Michigan Boulevard 








an Artistic Selling 


Display — 
Use PLASTIC 


Decorations 





Display men attending the Conven- 
tion will find many new and interest- 
ing decorative pieces that will assist 
greatly in arranging displays through- 
out the store interior or in the show 
window. 


Booth No. 


Special designs furnished. 
132. 


Plastic Art Studios 


152 W. Walton St. Chicago, Ill. 











. and do not forget 


AMES METAL MOULDING CO., INC. 


219 E. 144th St. - - New York City, N. Y. 
Melrose 5-0973 


150 shapes and sizes of mouldings in bright 
chrome, satin finished chrome, brass and cop- 


per plated, solid. copper. and -brass, aluminum 
and stainless steel. 


ALSO FRAMES OF ALL KINDS 


Weare manufacturers! Ask for 1937 catalog. 
Mouldings made quickly to special order. 








> -" 
NDEX. covers 
MAKE OLD HOSIERY FORMS 
LIKE NEW, IN TWO SECONDS 
Velvety, Opaque Skin Texture 


FIT LIKE A e ELIMINATE 
FINE GLOVE SNAGS, ETC. 


All Styles—-Write for Folder 


Animated Hosiery Displayers 
Box 693 Indianapolis, Ind. 





The Aristocrat of 
PRICE MARKERS 


Smart Interchangeable Metal 
Numerals and Letters Chrome 
Manufactured by 
Combination Produets Co. 


64-74 WEST 23RD ST. NEW YORK CITY 
Actual samples sent on request 


Satin 














Use Modern Die-Cut Display Letters 
for sales producing displays, signs and show 
cards. 4 

Cork, Felt, Poster Board, Gummed 
Paper, etc. Attractive colors te make your 
selection from. 

Millions of letters in stock at all times in mod- 
ern styles and desirable sizes. Catalog free. 


FELT LETTER STUDIOS 





, MFRS. 
£38 South Wells Street Chicago, Illinois 





DISPLAY WORLD 


Point of Sale, Inc., 
Established 

Point of Sale, Inc., has been established 
by David A. Christianson, advertising and 
merchandising counselor, and Karl F. 
Moore, formerly head of the merchandising 
division of Pictorial Review and Delineator, 
with offices at 6 East Forty-fifth street, 
New York City. The new organization has 
developed a method for establishing dealer 
display advertising on the same circulation 
and certified basis of other standardized 
media, it is claimed. The company has ap- 
pointed Ross Federal Research Corporation 
to survey and check dealer display material 
and maintenance and has named Display 
Creators, Inc., 110 West Fortieth street, New 
York City, to standardize, create and pro- 
duce display material. 





Robert Heller Retained 
By Spear's, Pittsburgh 

Spear and Company has retained Robert 
Heller, New York City industrial designer, 
to plan modernization work for their main 
store on Penn avenue, Pittsburgh. The new 


_ alterations comprise remodelling of the fifth 


floor used for bedroom furniture display. 
Helter’s plans call for the construction of a 
row cf seven model bedrooms along the en- 
tire 100-foot Penn avenue frontage on this 
floor. Following current merchandising trends, 
the architectural design will be modern with 
emphasis on the use of color for decorative 
effect both in the model rooms and general 
display area. 





Harvey B. Flynn Elected 
St. Paul Club Head 

At the recent election of the St. Paul Dis- 
play Association, Harvey B. Flynn, The Em- 
porium, was elected president. Flynn has 
taken an active part in the club’s activities, 
and in 1935 was made third vice-president 
of the International Association of Display 
Men. Other officers elected for the St. Paul 
club are Robert Buss, Schunemans & Mann- 
heimers, vice-president, and Anthony W. 
Cegelske, Bannon’s,  secretary-treasurer ; 
Claire Shoemaker, Macey’s, was elected to a 
directorship. 





Philadelphia Firm Plans 
New Location 

Samuel J. Hanick, president, The Display 
Center, Inc., 319 North Eleventh street, Phila- 
delphia, Pa., states that due to a constantly 
growing business and the continued addition 
of new display items to the firm’s line, he will 
formally announce in August the company’s 
removal to an entire building in the heart 
of the Philadelphia retail zone. 





New "Woodikin" Series 
To Be Shown 

Segall & Sons, 933 Arch street, Philadel- 
phia, Pa., has announced that the new series 
of boys’ and girls’ figures in carved wood, 
under the famous ‘“Woodikins” registered 
trade mark, are now ready and will be shown 
at the forthcoming convention of the Inter- 
national Association of Display Men in 
Chicago 


July, 1937 


Bassons, Inc., In 
Enlarged Home 

Many visitors are attracted daily to the 
greatly enlarged plant of Bassons, Inc., 520 
West Twenty-seventh street, New York City, 
it is said. The additional space was made nec- 
essary by increased business. Built-in window 
displays at the Basson plant show many 
unique display creations of the artisans on 
the staff. Among them are reproductions of 
trade mark characters, penguins, bottles, con- 
tainers, and the like. 
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